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Advertiser's 
Weekly 


THE ORGAN OF BRITISH ADVERTISING 


Survey of 
Seven Major 


Markets 


~ 
Nearly half the readers of Punch are women, a fact already “© 
known to advertisers of the many products which 
women buy, use or “ influence the purchase of”. ~ 


Our cover designer includes Housewives (shouldering their burdens), Musicians 
and Ladies-in-waiting (above, centre) and Trapeze Artists (top, left). 

These and others not here depicted (such as film-stars, millionairesses, etc.) 
are all buyers of beauty products, jewellery, blouses, shoes, baby foods, 
chocolates, bread, fruit squashes, electric kettles, vacuum cleaners, 
furniture polish, rugs and glassware, all advertised to the women who 


READ PUNCH 


JOHN L. VERRINDER, ADVERTISEMENT MANAGER, ‘PUNCH’, 
10 BOUVERIE STREET, LONDON, E.C.4. CENTRAL g161. 
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ADVERTISER'S WEEKLY 


Merchandise 
Marks Biil 


Sin, —According to reports of a 
meeting of Huddersfield Chamber 
of Commerce, that organisation 
has protested against the Mer- 
chafdise Marks Bill now being 
considered by the House of 
Lords. The basis of the pro- 
test appears to be that according 
to the Bill all goods would have 
to carry a description as to 
quality, strength, fitness for pur- 
pose, accuracy and behaviour. 

In the interest of accuracy your 
readers should know that the pro 
tests Made at the meeting of the 
Huddersfield Chamber of Com- 
merce were apparently based on 
a complete misunderstanding of 
the purpose of the Bill. This is 
simply to strengthen the Mer- 
chandise Marks Act by including 


IN THIS ISSUE— 


New series on “Merchandising 
an Advertising Campaign” starts 
on page 284. 

NEXT WEERK’S issue will include 
a full report of the Classified 
Advertisements Convention in 
Birmingham. 


“quality, strength, fitness for pur- 
pose, accuracy and behaviour,” 
as descriptions which, under the 
Merchandise Marks Act, will be 
included as trade descriptions 

The effect of this will be to 
permit the prosecution of an 
advertiser who quite deliberately 
claims that goods are “shrink- 
proof,” “colour-fast,” “‘ladder- 
proof,” etc., when in fact he 
knows perfectly well that this is 
not the case. 

It must be fairly obvious that 
without the: addition of these 
safeguards to the Merchandise 
Marks Act the British Standards 
Institution would have the very 
greatest difficulty in properly 
controlling its Standards of 


To The Editor. . 


(Juality which are shortly to be 
publicised under the kite mark. 
The R.1.-S.A. too has frequently 
felt the need for descriptions 
such as quality and fitness for 
purpose to be included among 
“trade descriptions” under the 
Merchandise Marks Act. 

for the general information of 
your readers, it is proposed also 
to strengthen the Act very con- 
siderably by including under the 
definition “false trade descrip- 
tion” one that is misleading or 
calculated to be misunderstood 
ui a material respect as regards 
the goods to which it is applied. 
If the Bill is passed into law, 
this amendment will tremendously 
strengthen the hands of my 
Association in dealing with the 
type of advertiser who, for 
imstance, Might add five or ten 
per cent of cashmere to a wool 
cloth and advertise it extensively 
and in an extremely prominent 
manner as a cashmere and wool 
cloth, 

Ihe Retail Trading-Standards 
Association has been able to 
play some small part in advising 
the Government of the need for 
amending the Merchandise Marks 
Act and hopes that further sug- 
gestions which are being made by 
the Association will have favour- 
able consideration at the Com- 
mittee stage. 

ROGER DiPLock. 
Secretary, 
Retail Trading-Standards Assn. 


Genius wanted—in 
lower age bracket 


Sin,—In other branches of 
literature success comes to a Man 
after he has been educated, after 
he has felt deeply and studied 
intently one subject or aspect of 
life, and after he has slogged 
away for many years. Except to 
the occasional genius, success 
comes in middle life or later. 

Modern § advertising demands 
that the copywriter should be 
creative, fluent, versatile, able to 
write sound, compelling copy on 
a wide range of subjects—and he 
must not be more than 35. 
Shakespeare would shy at the job, 
Dickens would set out for a long 
walk, and Masefield would go 
down to the sea again. 

Surely, if a man could do all 
this, he would write himself into 
a better job than that of copy- 
writer? No wonder the poor 
fellow falls back on the staple 
language of all modern copy- 
writing, the exclamation mark. 

LEONARD ‘TAYLOR. 
18. Hemstal Road, 
N.W.6. 


The printing of 
signatures 


Six,—-Having been a victim of 
‘flu I have only just had an op- 
portunity of reading the excellent 
article on direct mail advertising 
which Norman Davies contri- 
buted to your issue of January 29. 

The article is so well informed 
generally that it is very surprising 
to find Mr. Davies giving the im 
pression that the only way to 
obtain realistic signatures) on 
facsimile letters is by the 
laborious and time wasting 
method of signing by hand. This 
impression must not be allowed 
to go on the record unchallenged, 
for the fact is that we, and, | 
am sure, many other direct mail 
producers, would have no diffi- 
culty whatever in printing any 
number of copies of Mr. Davies's 
signature so realistically that 
even he would have to make a 
very close examination indeed in 
order to distinguish the original 
from the copies. 

Many comparative tests have 
proved that in practice the results 
obtained when using a_ well 
printed signature are just as satis- 
factory as those obtained if the 
letters are signed by hand, and 
just as many replies are addressed 
to the person whose signature 
appears on the letter whether it 
is printed or hand written. 

JAMES MEADOws. 
Sales Director, 
Facsimile Letter Printing 
Co., Ltd. 


Compiling of 
directories 


Sik,—-As publishers of reference 
books and directories, we are 
greatly interested in the letters 
which have recently appeared in 
your journal. 

These letters raise the question 
of the inter-relation of editorial 
copy and advertisements in such 
publications, and we think it 
necessary to point out that many 
directories are compiled editori- 
ally without regard to their 
advertisement revenue. 

We make no charge in any of 
our reference books for editorial 
entries. and We draw a clear line 
between editorial and advertising 
which a payment cannot deviate. 

We would welcome the forma- 
tion of a co-ordinating association 
to distinguish between genuine 
directories and paid-for records. 

Hewirr SKINNER. 
Managing Director, 
Thomas Skinner & Co. 


(Publishers) Ltd. 


DESIGN -PRINT- DISPLAY 


Faraday Street, Manchester 1. Tel. Central 4965/6 


Creators of 


Fepruary 12, 1953 


Layout of the 
A.A. diploma 


Sik,— Proud as | am of my A.A. 
diploma, the more | Jook at it the 
more convinced I am that the lay- 
out of the diploma itself leaves a 
lot to be desired. 

The two lines emphasised on 
the diploma and which one sees 
at first glance are the holder's 
name and the words “final exam- 
ination.” Surely the boldest part 
should be a_ heading reading 
“Diploma of the Advertising As- 
sociation”? 

A. B. CLAMP. 
2 Tollemache Avenue, 
Leicester. 


’ . 

English as she 

is spoke 

Sirk,—Y our correspondent P. W. 
Lipman (ADVERTISER'S WEEKLY, 
February 5) might equally well 
have quoted the following as an 
example of the examiner falling 
into his own trap: 

“Give an account of the 
periodical that you find most 
attractive, both as regards form 
and content.” 

It appeared as one of the essay 
subjects in the English paper in 
the 1951 Advertising Association 
cxaminations. 

J. Hupert DINGWALL. 
26 Woodhayes Road, S.W.19. 


. 

Drink to the lass! 

Sir, —Please tell Rip Van Wad 
man we're oh!~—-so tired of milk 
turning into chocolate, apples 
turning into cider and fruit turn- 
ing into tablets (ugh! such a 
medicinal word). 

If we must have an old story, 
let it be the oldest one of all. 
Yes -the pretty girl. A luscious 


minx of a girl. A veritable, 
effervescent Fru-jade. 
But only one to a glass! 
FupPIn’ OUTSIDER 
(Name and address supplied.) 
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woman's own 


IS NOW IN EXCESS OF 


Another great stride in the progress of this great national 
weekly for women — and a huge sales bonus for 

all advertisers who are going forward 

with WOMAN’S OWN! 


STUART MANDER, ADVERTISEMENT CIRECTOR, GEORGE NEWNES LTD., TOWER HOUSE, SOUTHAMPTON ST., LONDON, W.C.2. TEMPLE BAR 4355 (40 LINES) 
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Te we 
¥ Inaugurated less than 2 years ago, garct’s 


HOME CHAT Baby Circle already has well OOO 


members. Here is striking confirmation that HOME 


CHAT, by its sincere and responsible editorial policy, has 
won its readers’ confidence—and for its advertisers 
a ready welcome into hundreds of thousands of homes. 


And this is only one of many HOME CHAT features, all 


t focussed with the skill of long experience on every woman's 
interests—family, home and garden, food, fashion, 
¢ beauty—interests that have made her the 
a nation’s most important buyer. 
i AN A.P. PUBLICATION - PAGE RATE £100 - 3id WEEKLY 
: A. W. BURNETT, Advertisement Director, THE AMALGAMATED PRESS LTD., THE FLEETWAY HOUSE, LONDON, E.C.4 - CENTRAL 8080 
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THURSDAY, 


Eastbourne Conference 
Programme ts again 
streamlined—with 
change in emphasis 


ROGRAMME for the Eastbourne Advertising Conference 
will be streamlined as was that for the successful Brighton 
Conference last year. It will be a hard-working conference, 
with sessions following one after the other from Friday morn- 
ing, May 1, to Sunday midday. 
No single theme is as yet en- 
visaged, but the purpose of the 
Conference will be to study and 
discuss the relationship between 
advertising, industry and com- 
merce, and the public. 
There will be one 
change in emphasis. Whereas at 
Brighton, five sessions were 


Creative Circle); Mrs. M. Coglan 
(chairman, Social Sub-Commit- 
tee); A. D. Davis (chairman, 
Society of Diploma Members); 
Cyrus Ducker; Hamp 
Hamilton (chairman, Club Devel- 
opment Committee); Wm. Hinks 
(chairman, Advertising Associa- 
tion Publicity Committee); A. 


More than 400 members of the staff of J. Walter Thompson Co., Lid., and 
its associated company British Market Research Bureau Ltd., attended the 
annual dinner dar ‘iven by the directors at the May Fair Hotel, W.1. 
Pictured above are some who have completed 25 years’ service with the com- 
pany. L. tor. (back row): A. Kemp, D. M. Saunders (chairman), W. Hinks 
(managing dire 1). Martin O'Grady, and G. Butler (director). (Front 

n (director), Miss Hilda Harrison, Mrs. A. Cutting, 


; row): P. de Peter 
important . Miss F. Babington, and Miss G. Sewell. 


Mrs. P. Youel 


addressed by speakers from out- 
side advertising, three by a “plat- 
form” from within the business, 
at Eastbourne the balance will 
be equal—-four sessions to Pag 
There will therefore be fewer 
“outside” speakers, It is intended 
to devote more time to discussion 
of ideas by which advertising 
thought and technique can be 
beneficially stimulated, 

Two features that proved 
popular at Brighton—the Brains 
Trust on “Any Advertising Ques- 
tions’ and the debate—will be 
repeated. John Rosswick will 
organise the debate, Clifford 
Bloxham the Brains Trust. 

Civic reception 

The Conference will open on 
Thursday, April 30, with a civic 
reception in the Winter Garden 
by the Mayor and Corporation 
of Eastbourne. 

The heavy programme will not 
allow time for an organised golf 
competition, but Andrew Milne is 
arranging facilities for delegates 
who may wish to play at the 
Royal Eastbourne Golf Club, the 
Willingdon Golf Club and 
Cooden Beach Golf Club. 

A. Everett Jones is chairman of 
the Conference Committee, of 
which the members are: A. E. 
Aylward (president, British Poster 
Advertising Association); Clifford 
Bloxham (president, Advertising 


Edward Jones (chairman, British 
Direct Mail Advertising Associa- 
tion); E. W. Lee (director of pub- 
licity, Eastbourne); Andrew Milne 
(chairman, golf sub-committee); 
G. V. Nye; H. W. Oughton 
(chairman, Advertising Associa- 
tion Finance Committee); H. N. 
Packard; G. R, Pope; John Ross- 
wick; Claude Simmonds; Clifford 
R Studd (hon. _ secretary); 
G. D. D. Willock (convener of 
sessions). 

Claude Simmonds will be 
responsible for public relations 
work In connection with the Con- 
ference. The press officer will be 
W. J. Leaper, general secretary, 
Solus Outdoor Advertising Asso- 
ciation, 


Display producers and screen 
printers elect new officers 


Officers clected yesterday (Wed- 
nesday) at the annual meeting 
of the Display Procucers and 
Screen Printers Association, in 
London were: 

President, H 
(Display Craft 


\shford Down 
Lid); vice-presi- 
dent, F. J. Clements (Clements 
Bros. (Displays) Ltd, Broms- 
grove); chairman of Midlands 
branch, C. Etheridee (Regional 
Publications Lid., Birmingham), 
chairman of northern branch, 
Winstan Gordon (C,ordon’s Asso- 
ciated Companics. Manchester). 
The immediate past president, 


A. W. J. Lindsell-Stewart (Leon 
Goodman Displays Ltd.) remains 
on the council. 

Two new council members 
elected are J. D. Swann (Silk 
Screen Printing Co., Birmingham) 
and C. R. Young (Silk Screen 
Arts Ltd., Croydon), Re-elected 
council members are: Roy Foster 
(R. Foster & Co. (Display) Ltd.); 
Cc. L. Jarrett (Clifford Publicity 
(Display) Ltd); F, J. LeMay 
(Supasigns Ltd.); R. Olley (Olley 
& Rowley Lid.); and H. Rowland 
(Apex Studio (London) Ltd. 

See Stop Press 
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Manchester’s blunt rejoinder to outdoor 


industry’s ‘dual control Bill 


COUNSEL WILL ARGUE CASE BEFORE 
SELECT COMMITTEE OF LORDS 


‘Advertiser’s Weekly’ Special 


The conflict between the outdoor advertising industry and 
Manchester City Corporation on “dual control” is soon to be 
considered by a Select Committee of the House of Lords, which 
is expected to meet in the near future to consider the arguments 


Beefeaters framed 


Dominant Sites’ position at the 
corner of Piccadilly and Swallow 
Street presents the Bovril Beef- 
eaters in this picture frame, 25 ft. 


x 13 ft. At night the sweeping 
fluted background is illuminated 
in pastel colours, continuously 
varying in iftensity and swathing 
the mise en scene in ever-chang 
ing hues 

The complete display was 
designed and executed by Domi- 
nant Sites Ltd., for Bovril Ltd., 
through S. H. Benson Ltd, the 
agents, with the following con 
tractors: Plaster Casts Ltd, 
Russe!l Signs Ltd., Fisher Bros 
Ltd., Strand Electric Ltd., and 
Berkeley Electric & Engineering 
Co., Lid, 


‘Largest coat 
of arms’ 


Winston Clark Studio have just 
completed the modelling for what 
is described as probably the 
largest coat of arms ever made. 
It is 10 ft. high by 14 ft. wide. 
Three tons of clay were used and 
five cwt. of piping. 

fo tackle the job Winston 
Clark had to rent part of a dis 
used hotel in Richmond, One of 
the giant coats of arms will be 
going to a north of England store, 
and two have been booked by 
Bentalls of Kingston. 


Need for more 
classes 


fo avoid overcrowding at Cen 
tral London evening — classes, 
FF. W. Jetkins, education officer. 
Society of Diploma Members of 
the Advertising Association, has 
asked the Regent Polytechnic to 
hold diploma classes next winter. 

Diploma classes used to be held 
at the Regent Polytechnic but 
until recently demand has not 
merited their continuation. Now, 
however, classroom accommoda 
tion is insufficient at other Central 
London colleges 

The College for the Distributive 
Trades has to run some classes 
in duplicate and most classes are 
running at the maximum) per 
mitted number of 30 students 


of counsel. 

The Bill, aimed at abolishing 
“dual control” in Manchester 
and deposited in Parliament on 
November 27 last as the result 
of petitions by the British 
Poster Advertising Association, 
the Electrical Sign Manufacturers 
Association, the Master Sign 
Makers Association, and the 
Solus Outdoor Advertising Asso- 
ciation, has had its formal second 
reading in the House of Lords. 
Manchester Corporation has now 
lodged its petition with Parlia- 
ment, giving its reasons for op- 
posing the Bill, 

Unless there is a last minute 
compromise, the legislative fight 
promises to be the most impor- 
tant in the history of  out- 
door advertising in recent times, 
for, whereas there was some mea- 
sure of general agreement when 
the Advertisement Control Regu- 
lations were drawn up in 1948, 
on this occasion there is none. 

The case of the outdoor adver- 
tising industry is that the Ministry 
of Housing and Local Govern- 
ment has not kept the promise 
made by Mr. Silkin (now Lord 
Silkin) when he was responsible 
for the department, that there 
would be established a uniform 
code of control throughout the 
country. In accordance with that 
promise, special provision was 
made in Section 113 (4) of the 
1947 Act which stated that His 
Majesty, may, by Order in 
Council repeal or modify so much 
of any local enactment in force 
when the Regulations came into 
force, insofar as they conferred 
or imposed any such powers, 
prohibitions or restrictions Which 
could be conferred or imposed 
by regulations made under Sec- 
tion 31 of the Act. There is a 
proviso that any such Order in 
Council shall be subject to special 
parliamentary procedure. 

The complaint of the outdoor 
advertising = industry is that 
neither Mr. Silkin, Mr. Dalton, 
nor Mr. Macmillan has shown the 
slightest intention of ever 
carrying out the promise made to 
the industry or to accomplish 
what Section 113 of the 1947 Act 
gives them power to do. Hence. 
the industry has been compelled 
to take action itself. 


The particular power possessed 
by the Manchester City Corpora- 
tion which is now being attacked 
by the Bill is the one contained 
in their local Acts relative 
to the regulation of sigas or 


and structures in, or fronting or 


| abutting on the streets of the city. 


Therefore, the Bill proposes, in 
effect, to take from Manchester 
these local powers, in so far as 
they regulate or restrict the dis- 
play of advertisements. 

The argument supporting this 
attitude jis that the Manchester 
City Corporation has all the 
powers it requires under the 
Town and Country Planning Act, 
1947, and that the existence of 
the two sets of powers is “un- 
necessary inexpedient and con- 
trary to the lawful interests of 
advertising and those engaged in 
advertising and to the public 
interest.” 

The petition of the Manchester 
Corporation against the Bill is 
forthright in as much as it states 
that the preamble is “untrue.” 

Mt declares that there is no 
public demand for the Bill and 


Awards to the winners of the 
International Poster Competition 
organised by the British and 
London Poster Advertising Asso- 
ciations wi'l be presented at a 
luncheon on Monday, March 2, 
at the May Fair Hotel, London. 
Henry Rushbury, R.A., Keeper 
of the Royal Academy Schools, 
will distribute the prizes. 


that it would be contrary to the 
public interest if the Bill were 
passed into law, and that the 
Act of 1947 clearly contemplates 
that the responsibility for the 
repeal or Modification of the local 
enactments devolves upon the 
Government, 

The House of Lords Select 
Committee which will now con 
sider the Bill will number five. 
and they will deal with the mea- 
sure aS a judicial body. Before 
the committee, witnesses will be 
examined and cross-examined, 
counsel! for both sides will be 
heard, and in the first place, the 
outdoor advertising industry has 
to prove, by its preamble, that a 
case for the proposed legislation 
has been made out. If this is suc- 
cessfully done, the clauses are 
then dealt with. The Bill then 
goes back to the House of Lords 
for a third reading. 

If the Bill has not been 
defeated when that stage has 
been reached, it then has to go 
through the House of Commons 
before it receives the Roval 
Assent 


Poster men aid 
flood relief 


The poster industry is reacting 
with speed and generosity to the 
flood disaster crisis. 

The council of the British 
Poster Advertising Association is 
meeting this (Thursday) after- 
noon, when it is understood that 
ways in which the industry can 
help will be discussed. 

Meanwhile individuals and 
firms have been acting on their 
OWn initiative. Prominent among 
them is Albany Ward, of the 
Award Advertising Service Ltd., 
who has undertaken at his own 
cost the whole of the printing 
posters as well as hanging cards 
for the Lord Mayor's national 
appeal. He is displaying these 
posters free over the Award 
Advertising companies’ circuit. 

On behalf of the — British 
Transport Commission, J, H 
Brebner, chief public relations 
and publicity officer, has given 
permission for 1,000 of these 
posters to be exhibited free of 
charge on British Railways and 
London Transport stations. 

Mr. Albany Ward has also 
given the Lord Mayor of London 
a cheque for £100 on behalf of 
himself and his companies. 

Mills & Rockleys Ltd. have 
given permission to their local 
managers to authorise free post- 
ings when approached by a local 
organisation. 

At Felixstowe, space on a site 
in the main shopping area has 
been loaned by Cadbury's, Oval- 
tine, Persil and Tide to display 
posters, produced and given by 
Mills & Rockleys, for the local 
flood relief fund. 


‘Scottish Field’ 


rates increase 

Rate increases are announced 
by the Scottish Field as from 
April 1, from £50 to £80 per page 
ordinary position, £60 to £90 
special position, and 4-colour 
page £85 to £130, 

“The Scottish Field has made 
rapid strides in sales within the 
last two years from 25,280 
monthly to 33.213 monthly 
(A.B.C.) for the half-year ended 
December 31, 1952. The actual 
print is now over 35,000 and the 
sale continues to increase rapidly,” 
states Cyril Tuke, London mana- 
ger. 

“The somewhat steep rise is 
explained by the fact that for 
some time the Scottish Field has 
been keeping its rates below an 
economic standard until the 
35,000 figure was approached, 
and the present rates are more 
in keeping with its class and cir- 
culation and still below most 
equivalent Magazines on the basis 
of cost per page per 1,000.” 
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IN LIVERPOOL: 


ADS 


ON BUS 


ADVERTISER'S WEEKLY 


IN DUBLIN 


‘Device to evade control’ 
alleged in test case 


The stipendiary magistrate at Liverpool City Court is being 
asked to decide a test case in which, it is alleged, advertisement 
boards fitted to a vehicle turned it into a mobile advertisement 


The ad. and the 


answer 


Strike action has made fresh 
milk scarce in Dublin and 
Cork. 

The Federated Milk Pro- 
ducers of the Republic ex- 
plained their views in a full- 
page advertisement in the 
“Irish Press.” They quoted 
the chairman of the Dairy 
Disposals Board as having 
turned down a_ profitable 
market for 1,200,000 gallons 
of condensed milk. 

A front page editorial note 
referred to the advertisement 
and added: “There is nothing 
in the report that could be 
construed as ‘turning down a 
market’.” 


Unions told 


‘No more delay 
on Thomson ads.’ 


The recent delay at the Daily 
Express owing to the refusal of 
members of the National Society 
of Operative Printers and Assist- 
ants to print an advertisement for 
a D. C. Thomson paper, was un- 
official and entirely counter to the 
policy of the unions and the 
Printing and Kindred Trades 
Federation, it is understood. 

A letter from the Federation to 
its member unions has made it 
clear that, under the terms of the 
national agreement with the 
Newspaper Proprietors’ Associa- 
tion, such advertisements should 
be printed; and the unions have 
instructed their men accordingly. 

The Thomson dispute is at 
present under consideration by 
the Ministry of Labour 


station. 

More O'Ferrall, of Bond Street, 
London, W., were summoned for 
displaying two advertisements on 
a vehicle in the car park without 
the consent of the local planning 
authority, contrary to the Town 
and Country Planning (Control of 
Advertisements) Regulations. 
They pleaded not guilty. 

R. H. Nicholson, prosecuting, 
said this was a test case. The 
regulations were that no adver- 
tisement could be displayed with- 
out the consent of the local plan- 
ning authority, but there was an 
exception in the case of “vehicles 
normally employed as moving 
vehicles on a highway or railway.” 

“The planning authority main- 
tain that this is an invented device 
to evade the control of advertis- 
ment regulations,” he said. “The 
normal purpose for which this 
vehicle is constructed is to display 
advertisements. If the defending 
company are right, this will evade 
every form of control Parlia- 
ment has devised which applies to 
advertisements in a big city.” 

The vehicle was a_ four- 
wheeled lorry adapted to carry 
two large hoardings. 

“The planning authority must 
have in mind the arrival of masses 
of these vehicles, parking where 
they like, and where the erection 
was tantamount to ordinary ad- 
vertisement,” said Mr. Nicholson. 

W. T. D. Hodgson (defending) 
submitted that the vehicle, as a 
moving vehicle, was exempt from 
the regulations, and the company 
had no case to answer. The only 
positive requirement of the regu- 
lations was that the vehicle be 
able to move along a highway. 

“This is an ordinary vehicle 
with soMe trimmings,” he said 
“It is quite clearly employed as a 
moving vehicle.” 

The hearing was 


adjourned 
until February 26. 


The advertising 
chartered two 
decorated them \ 
buses travelled o 
Dublin. but conc 


riment of the 
wes from the 


main routes to 
ed on the city 


Ted 


with the 
har pists 


Jones, four Trish 


Brought their harps 
to a party 


Irish 


Four 
London to 
to “An Toastal, 
val which 
Sunday. They 
at a party last Thursday. 

This was the first time in 
centuries that Irish harpists had 
travelled abroad on a mission of 
goodwill, after the habit of the 
early bards 

The event was ganised by 
fed Jones, of Napper, Stinton, 
Woolley Ltd, on behalf of Fogra 
Failte, in with Sun 
Advertising of Dublin 


harpists flew to 
welcome the British 
the Irish Festi 
begins on Easter 
made their debut 


associatior 
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New Bill will not stop ‘legitimate pufl 
SSURANCE that “the reasonable puff—the legitimate 
trade boost” will not be ruled out by the new Merchandise 
Marks Bill was given by Lord Mancroft in a House of Lords 
debate. He quote “Guinness is good for you” as an example 


of what would still be allowed. 


Lord Mancroft said that it was 
perfectly possible, under the exist 
ing regulations, for rogues to prey 
upon innocent people in the most 
scandalous way 

He mentioned a ticket on a 
child’s dress in a London subur 
ban shop which read: “Less than 
half the price you would norm- 
ally pay for an all-wool dress.” 
He commented: “That statement 
is perfectly true. It would, in 
fact. be true if the ticket had said, 


| ‘Less 


than half the price you 
would normally pay for a 
Christian Dior model’, because 
the dress offered for sale was 
neither an all-wool dress nor a 
Christian Dior model.” 

Tracing the growth in the im- 
portance of the branded name. 
Lord Mancroft asserted that no 
longer, in a small shop, did the 
customer depend upon the skill 
and integrity of the individual 
shopkeeper: he depended much 
more upon the integrity of the big 


manufacturer. distributor, and ad- 
vertiser 

Advertising, and tl 
popular goods down to 
smallest level completely 
changed the commer ‘al relation- 
ship between the producer and the 
shopping public 

Lord Mancroft said that 
vertisers’ and producers’ back- 
slapping” would not be brought 
within the purview of the Bill. All 
that it was sought do was to 
protect a man from nething of 
which he could not reasonably 
have knowledge which he 
ought to have been put on his 
guard by a producer 
or Manufacturer 


spread of 
the 
had 


“ad- 


scrupu 


Esso 
Great 
mnouncements of Esso Extra 


Co. Ureland), Ltd., 
Railway Co. and 
For two days the 
suburbs about eight miles outside 
centre around peak traffic periods 


Petroleum 
Northern 


This ad. pulled 
46,500 replies 


The colour half-page reproduced 
below for Greenock Brand 
Wools, manufactured by Fleming, 
Reid & Co., Ltd., in the Novem- 
ber issue of Woman drew 
46,500 replies spread over a 
period of four-and-a-half weeks. 

The agents are D. C. Cuthbert 
son & Co., Ltd. (Glasgow), whose 
Managing director, Jack Younger, 
wrote to Harris Kamlish, adver- 
tisement director of Odhams 
Press, saying it was the client's 
“most successful advertisement in 
19§?2.” 


Knit Chis 
before another 
Thursday ts 
here! 


for Oy wools &« 
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ADVERTISER'S WEEKLY 


NEWSPRINT 
NO CHANGE 


Despite the losses in newsprint 
stocks caused by the floods, the 
previous ration is being main- 
tained during the 12-week 
period, Sunday, February 8 
Sunday, May 3. 

Announcing this fact, F. P 
Bishop, M.P., chairman, News- 
print Rationing Committec, 
states that losses of newsprint 
stocks have been serious and 
there has been some interfer- 
ence with current production. 
Importance of “reasonable 
economy” in use is emphasised. 

The next rationing period, begin- 
ning on May 3, will cover the 
Coronation, and the Committee 
hopes to make an announce- 
ment about permitted consump- 
tion in that period very soon. 


Sunday Pictorial 
Census figures 


in readership 
breakdown 


Government 1951 Census 
figures are used in a new counly- 
by-county breakdown map show- 
ing that the Sunday Pictorial is 
read in more than one home in 
three in Great Britain. 

John Clarke, advertisement 
manager, states: “In previous 
breakdown s 
the number 
of house- 
holds was 
estimated by 
one of the 
large adver- 
tising agen- 
cies. The 
1951 Census 
reveals that 
there are, in 
fact, rather 
fewer house- 
holds than 
the agency 
es tim ated, 
and, coupled 
with the fact that the Sunday 
Pictorial’s circulation has in- 
creased, the new breakdown 
shows a greater houschold pene- 
tration in almost every area.” 

The map is included in a new 
promotion folder now being sent 
out to advertisers and agents. The 
folder also lists counties alpha- 
betically, together with details of 
the Sunday Pictorial’s circulation 
in each county, the number of 
households, and the percentage 
coverage. 

The folder quotes the A.B.C. 
figure for the paper's average net 
sale, July-December 1952 
5,128,887. 


John Clarke 


Microfilm record 


For the town records of Eccles, 
Lancashire, a permanent microfilm 
record is to be made of the files 
of the Eccles and Patricroft Journal 
from 1874 to 1952. It will cost 
£582, and Eccles Town Council has 
accepted an offer of £100 from 
Tillotsons Newspapers Ltd. towards 
the cost, 


Provincial press figures 
prove sales still steady 


Audited figures for a representative cross section of provincial 
daily and weekly newspapers, and for periodicals, given below, 
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indicate that circulations rule steady. 


Publication 
Edinburgh Evening News 
Evening Citizen (Glasgow) 
Middlesex Chronicle series 
London Counties News- 
papers 

South London Press 
(Tuesday's edition) 
(Friday's edition) ; 

South London Suburban 
group oh 

Surrey Comet (Saturday 
edition) 

Nottingham Journal 

Yorkshire Observer 

Birmingham Gazette 

Birmingham Post .. 

Eastern Daily Press 

Liverpool Daily Post 

Northern Echo 

Birmingham Mail 

Eastern Evening News 

Swindon Evening Adver- 
“ser 

Hudders field ‘Daily 
Examiner o 

Manchester Evening News 

North-Western Evening 
Mail e 

Northern Despatch : 

Nottingham Evening News 

Oxford Mail 

Shields Evening News 

Shields Gazette 

Telegraph and Argus 

Sunday Mercury 

Barnsley Chronicle 

Banbury Guardian 

Barrow News series 

Darlington and Stockton 


Times oe os 
Durham County Advertiser 
series ae ‘a 
Fssex County Standard 
series ; 
Gravesend and Dartford 
Reporter . 


Kentish Gazette series 
Lancashire Journal series 
Lancaster Guardian series 
Lincolnshire Chronicle 
series -_ 
Vorth Berks Herald 
Northumberland Gazette 
Ovford Times é 
Somerset County Gazette. 
series . ag si 
Surrey Advertiser & 
County Times (Saturday 
edition) vcs Pe 
West Herts and Watford 
Observer A 
Westmorland Gazette 
Wiltshire Gazette .. 
Wiltshire Herald and Ad- 
vertiser ° 
Yorkshire Gazette’ 
Yorkshire Observer Budget 
Cumnock Chronicle (year 
to 31.12.52) 
Munster Express 
Catholic Herald group 
Blighty - oe oe 
Countryman 
Field (Q5 weeks) 


Lady 
New Statesman and Nation 
Punch ie + ae 


July-Dec 1952 


143,713 
178,728 
41,956 


87,970 


34,249 
68 426 


57,110 


41,335 
30,444 
29,688 
97,924 
38.042 
50,334 
73,558 
107,482 
291,629 
59.073 


27,750 


44,971 
331,323 


27,243 
30,905 
69,232 
38,815 
16,262 
34,245 
118.409 
174,554 
11,819 
39,408 
15,508 


38.330 
48 408 
45.813 


23.775 
21,121 
85,261 
22,686 


20,678 

6,497 
10,229 
30,853 


46,162 


33,639 


38,896 
22.084 
15,104 


15,430 
11,082 
24,434 


8.348 
14.038 
104,412 
188.056 
80.224 
31.360 
73,969 
70.170 
133,742 


Jan.-Jun 952 
145,05! 
172,87 
42.151 


90,849 


3§,.129 


70.029 


57.99? 


49, 781 
74,967 
111,241 
298,973 
56 .27( 


27 640 


45.048 
33.245 


27,239 
30,821 
69,782 
38.415 
16,300 
34,208 
119.814 
166.416 
11,751 
39,234 
15,843 


48 661 
57 065 
45.448 


23,491 
20,859 
87,425 
22.232 
21.054 

6.466 
10.853 
31,303 


46.162 


44,005 


38 491) 
22.109 


15.249 


15,549 
11.380 
22.055 


8.376 
13.705 
102,722 
182.509 
78.922 
30.967 
71.144 
77.814 
136.537 


FrBRuARY 12, 1953 
True Confessions 
Newnes-Pearson 
to publish 
British edition 


The Newnes-Pearson Group 
will publish a new British edition 
of True Confessions by arrange- 
ment with Fawcett Publications, 
U.S.A., commencing with the 
May issue (to be published in 
April). 

True Confessions will be under 
the editorial direction of Miss 
N. W. Kennedy, a director of the 
Newnes and Pearson companies, 
and will be adapted to meet the 
needs of the British market. Its 
main appeal will be based on 
first-person stories from life, illus- 
trated with dramatic photographs 
in full colour and monotone. 

Special monthly articles on 
cookery, beauty, fashion and 
films, together with outstanding 
contributions by famous person- 
alities will also be regular 
features. 

True Confessions will be pro- 
duced in photogravure in a 
modern large 
size format, 
and will sell 
a ke. 34. 
| Full colour 
, will be used 
on the front 
and back 
‘covers and 
certain inside 
pages. The 
minimum 
initial print 
order will be 
250,000 and 
an extensive 
Miss N. W. Kennedy national pub- 

licity cam- 
paign will support the launching. 

The normal advertisement rate 
for True Confessions will be £100 
a page monotone. Advertisers 
who reserve space in all the first 
six issues will enjoy a_ special 
launching rate of £60 a page. Full 
colour for advertisements is avail- 
able on one page facing matter 
inside and the back cover only. 
Normal colour rate for these 
spaces will be £250 a page, but 
the special launching rate for ad- 
vertisers taking all first six issues 
in colour will be £125 a page. 

Stuart Mander, advertisement 
director, has announced the ap- 
pointment of R. Hodgson Bentley, 
manager of the George Newnes 
northern advertisement offices, as 
advertisement manager of True 
Confessions. In the meantime 
R. E. Hubbard will deputise for 
Mr. Hodgson Bentley in Man- 
chester. 


Hull trade review 


Reviews of local industry 
together with shipping and export 
trends are included in the annual 
Trade of Hull and the Humber 
Ports which is published by the 
Hull Daily Mail, price threepence. 
Heads of local firms and busi- 
ness associations contributed 
articles and civic messages are 
included from the Lord Mayor 
and the Sheriff of Hull. 
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‘Ad. Weekly’ opinion poll rouses 3 


widespread interest 


‘A SERVICE TO ADVERTISING,’ SAYS 
CONFERENCE CHAIRMAN 


five is every indication that the “Advertiser's Weekly” 
Conference Opinion Poll Competition, entry forms for which 
were circulated last week, has aroused widespread interest. 
Completed questionnaires are already arriving by every post. 
Aim of the competition is to find out what kind of conferences 
advertising people really want. Prizes to the total of over £60 


are offered. 


Additional entry forms can be 
obtained from the Editor of 
ADVERTISER'S WEEKLY. 

All advertising clubs through- 
out the country have been asked 
to co-operate by mentioning the 
competition at their meetings. At 
Monday’s meeting of the Publi- 
city Club of London, the Editor 
of ADVERTISER'S WEEKLY, at the 
invitation of the chairman, briefly 
explained its objects and invited 
entries. 

This week, two of the judges 
say why the competition has their 
support and the approval of the 
Advertising Association. They 
write as follows: 

A. Everett Jones, chairman, 
Eastbourne Conference Organis- 
ing Committee: 


“The annual conference of the 
Advertising Association can and 
should be of importance to every- 
one engaged in the many and 
diverse branches of advertising. 
It is a unique opportunity to pre- 
sent advertising to the public as 
an important and_ responsible 
sector of the country’s work. 


“You are therefore doing a 
significant service to advertising 
by promoting this Conference 
Competition and thus stimulating 
thought, not only on the essen- 
tial purpose of this annual event 
hut also on the detail of its plan- 
ning. 

“IT hope you will succeed in 
interesting advertising people 
whatever their age, standing or 
particular activity, to complete 
the questionnaire.” 

L. E. Room, director-general, 
the Advertising Association: 

“Our Conferences must not be- 
come set in a firm mould: quest- 
ing restless minds so characteristic 
of advertising people will not be 
content with that. Those respon- 
sible for organising conferences 
may think they know what sort 
of conferences advertising people 
want or ought to want to promote 
the best interests of advertising, 
but it is difficult to be certain and 
there Must be a wealth of sugges- 
tions worthy of consideration if 
they could only be brought to 
light. 

“That is why I personally wel- 
come the competition organised 
by ADVERTISER'S WEFKLY, invit- 
ing its readers to answer practical 
questions designed to elicit their 
own personal views. Sifted and 
collated these replies should 
afford valuable guidance for the 
future.” 


Club News 


Aberdeen 


The badge came 
—anonymously 


A mysterious package was deliv- 
ered to Bruce Farquhar at his office 
two hours before he was due to 
take his place as chairman at the 
dinner and dance of the Publicity 
Club of Aberdeen in the Caledonian 
Hotel. 

He opened it to find a gleaming 
new badge of office, bearing the 
club's insignia, and a note from an 
anonymous well-wisher asking him 
to don the badge at the dinner. 
Here is a photograph of the jewel, 
the rooster being in full colour. 


Allan G. Stephen, president of 
the Publicity Club of Glasgow, pro- 
posed the toast “The City of Aber- 
deen.”’ Replying to the toast, Lord 
Provost Graham said that Aberdeen 
was a city hospitable not only to 
the stranger, but also to ideas and 
new methods. 

The toast to the club was pro- 
posed by W. H. Hamp Hamilton, 
chairman of the Club Development 
Committee. 


BRISTOL ISSUE 
A CHALLENGE 


Proud of recent record numbers at 
monthly meetings, the Bristol and 
West Publicity Club has issued a 
challenge to other trade and social 
organisations in Bristol and district 
to beat the club’s percentage of 
average attendances. Possible takers 
are informed that out of a total 
membership of 122, turnouts at the 
last three club meetings have aver- 
aged 77 per cent. 


agency remunerat 


t 
' 3/ 


. ~ 
Eee hime 


Mrs. Huckvale 
Winford, wife of 
up a special trifle 


f the chairman of Kenilworth Council, and Mrs. 
chairman of Coventry Publicity Association, divide 
vorating the Association emblem at the Association's 


annual ball, 


LONDON CLUB CUP 
FOR ANSTICE BROWN 


C. Anstice Brown, until the 
end of 1952 director of the 
Institute of Incorporated Prac- 
titioners in Advertising, is to be 
this year’s recipient of the Pub- 
licity Club of tondon Cup, 
awarded yearly for outstanding 
service to the advertising 
business. 

His nomination was unani- 
mously approved by the Club 
on Monday. 

The citation recalled that Mr. 
Brown, during his lone service 
as chief executive of the Insti- 
tute, had done much to forward 
its objectives in raising standards 
of agency practice and thus had 
contributed in no small measure 
to the betterment of advertising 
generally. 


Tandan 


Young idea 


speakers representing the 
younger generation spoke on “Ad- 
vertising To-morrow it the Publi- 
city Club of London on Monday. 

They were Tony Wilson (Parnall 
(Yate) td.) Stuart G. Mayes 
(Dennis W. Mayes Ltd.), T. Macrea 
Jenkins (Business Publications Ltd.), 
Mary Marshall (Glaxo Laboratories 
Ltd.). Graham S. Blundell (Priestley 
Studios Ltd.) and Alin Betts (Alan 
Betts Ltd.) 

Points included 

The various advert 
tions should combin 
strong, representa! entral auth- 
ority to give resolute leadership to 
the advertising business. (Mr. 
Wilson.) 

Advertising has a grand story to 
tell. Let us tell it proudly with our 
heads held high. (Mr Mayes.) 

More intelligent, fa ‘ual advertis- 
ing. Less bludgeoning and flattery. 
(Mr. Jenkins.) 

More _ sincerity 
More humour and | 
Better English in 
Marshall.) 

A “Privy Council 
ing to promote its b 
(Mr. Blundell.) 


A more appror 


Six 


ng organisa- 
to form one 


advertising. 
cold science. 
opy. (Miss 


of advertis- 
| traditions. 


method of 

replace the 
Betts.) 

k criticism 


commission systcr Vr 
Friendly but ¥ f 
of some of these id vas made by 
several older peak notably 
John Rosswick and W. R. Balch. 


Tableaux of 


trade marks 


Tableaux depicting famous trade 
marks of national advertisers were a 
feature of the annual ball of 
Coventry Publicity Association, 

Guests were received by chairman, 
John Winford, in the absence, 
through illness, of president George 
Mills. The Mayor and Mayoress of 
Leamington, the chairman of the 
Kenilworth Urban District Council, 
and the town clerk of Coventry were 
present together with representa- 
tives of Birmingham, Leicester, Not- 
tingham, Oxford and Wolverhamp- 
ton Clubs. Some 500 people at- 
tended. 


Glasgow 
More liaison is 
advocated 


The forthcoming Clubs’ Confer 
ence at Harrogate in the autumn 
will provide the opportunity to take 
stock and measure the strength of 
the club movement, Ivan Luckin, 
chairman of the Publicity Club of 
London, told the Glasgow Club. 

Looking at the clubs of other 
countries, he felt that British clubs 
stood well in comparison, but for 
one respect. They lacked regular 
contact with one another. Much 
more cohesion and co-operation 
were desirable. 

He advocated the appointment of 
liaison officers in cach club, 


Oxford 
Promoting public 


confidence 


Although the Advertising Asso- 
ciation has now come to be looked 
on as the parent of advertising and 
publicity clubs throughout _ the 
country, originally things had been 
quite the other way round, Leslie 
E. Room, director-general of the 
Advertising Association, reminded 
the Advertising Club of Oxford. 

The Association itself was not 
founded until 1926, and then with 
one object in vicw—-to provide the 
public with confidence in advertising 
For this reason the Advertsement 
Investigation Department was 
started, and exceedingly useful work 
it had done in exposing frauds 

Local clubs should not hesitate to 
inform the department if any in- 
fringements of integrity took place 
in their district. 
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News About People 


Hugh Cudlipp as editorial chief 


for ‘Mirror’ and ‘Pictorial’. 


Cecil H. King, chairman of the 
Daily Mirror and Sunday Pictorial, 
innounces the following reorganisa- 
tion of the editorial departments of 
those newspapers 

Hugh Cudlipp, cditor of the 
Sunday Pictorial, has been ap- 
pointed editorial director of the 
Daily Mirror and Sunday Pictorial 
ind will act in the same capacity 
to the companies’ Australian inter 
ess 

He will be succeeded in the 
editorship of the Sunday Pictorial 
by Colin G. Valdar, who has 
resigned) his” present position as 
assistant editor of the Daily Express. 

t has already been announced 
that J. S. Nener has been appointed 
acting editor of the Daily Mirror 
following the resignation of Silvester 
Bolam. 

Mr. Cudlipp, aged 39, is a 
director of the Sunday Pictorial. He 
was recalled last week from Aus 
tralia, where for several months he 
has been Mr, King’s — personal 
representative. 

Mr. Valdar, who is 34, now 
becomes Fleet Street's youngest 
editor, a tithe previously held by 
Mr. Cudlipp since he was appointed 
Pictorial editor at the age of 24. 


The Financial Times has ap 
pointed J. BE. Wright as its North 
Western Area business manager in 
succession to K. Murray, who, as 
reported last week, has joined 
Odhams Press 


Boro’s new manager 
for south coast 


Ronald F. Gibbs has been ap- 
pointed south coast manager of the 
Borough Billposting Company, 
after having served in several depart- 
ments, During the last year he has 
specialised in the advertisement 
regulations, He was a parachutist in 
Burma during the war 

* * * 

P. Granville Heather, exhibition 
and display designer, has joined 
MeCann-brickson Advertising Ltd 
Formerly associated with the United 
Yeust Company Ltd., he joined John 
Pdyington & Company Lid., the dis 
play contractors, as exhibition man 
ager, before becoming a consultant 
designer with G. Laurie Jupp. 

* * * 

Paul Hodgkins, marketing mana- 
ver of Genatosan Ltd L ough- 
borough, makers of Sanatogen, 
Genasprin, etc., has been appointed 
a director of that company. He 
started in advertising with Colman, 
Prentis & Varley Ltd., where for a 
time he was head of the market 
research and = media department, 
moving in 1939 to the market re 
securch department of Thos. Hedley 
After war service he headed the de- 
partment, subsequently moving to 
the advertising department of 
Hedley’s. For a time he was respon 
sible for brand promotion of Tid 
and Oxydol In 1951 he left 
Hedley's to join Genatosan Ltd. as 
marketing manager 


Olaf Sandy, Intam director, leaves 
this week on an extensive African 
tour covering Egypt, the Sudan, 
Kenya, Uganda and Tanganyika, 
where he will be conducting mar- 
keting inquiries on behalf of clients 
and visiting Intam’s Associates in 
the terrmtones. Mr. Sandy will then 
vo on to Rhodesia and finally to the 
Umion where he will be temporarily 
conded to Intam South Africa 
(Pty) Lid., during Norman Bower's 
ibsence on leave, 

* * * 

Sohn B. Beard, formerly copy 
chef with Dolan Davis Whitcombe 
& Stewart, has joined G. S. Royds 
Ltd. as radio executive. He has been 
responsible for radio commercials, 
scripts, and planning in agencies in 
New York and Montreal, and has 
been connected with Radio Luxem- 
hourg programmes since 1949, 


Country and Sporting 
board appointment 


R. R. Richardson, advertisement 
director of Country & Sporting Pub- 
heauions Ltd. (publishers of Sporting 
Record, World Sports and a number 
of sporting annuals), has been 
clected to the board of the com- 
pany. Mr. Richardson joined the 
Sporting Record as advertisement 
manager in 1949, and was promoted 
advertisement director of the group 
in POST. 

* * * 

Peter J. Garrini, previously with 
Strand Publicity Ltd., has been ap 
pointed sales and publicity manager 
of Creators Ltd., plasuc manufac- 
turers, of Weybridge, Surrey. 

* * * 

Miss Kay Murphy is to leave next 
Monday for a three weeks’ business 
tour of the Scandinavian countries, 
visiting Copenhagen, Stockholm, 
Helsinki, and Oslo. Miss Murphy 
(managing director, Linguaphone 
Institute) is past chairman, British 
Direct Mail Advertising Association, 
and a Fellow of the Incorporated 
Sales Managers’ Association. 


On the occasion of his silver wedding 

chairman of Stuart Advertising Agency 

address on behalf of the staff by Sheila Callaghan, 

of the organisation. Left to right, Miss Callaghan, J. D. S. Birkenshaw, 

1). Gardner, Miss R. Smith, L. Cox (director), J. R. M. Brumwell, Miss 
M. Esbester and V. Markham. 


R.R. Richardson 


Morning News Co., 
ippointed vice-chairman and 


Western Morning News Co., Ltd 
was appointed secre- 


tional post of general manager since 
5 


Lyons & Co. His wif 
lirlanes, accompanied him 


R. A. Willis has resigned from the 


chairmanship of 
which venture he has been joined by 


her marriage was with Kyloch Press 


of W. D. Duncan who has 


« Granville Heather Paul Hodekins 


. Gibbs Olaf Sandy 


Murray Edwards who has been 
with Voice & Vision Lid., for the 
past three years has joined Patrick 
Dolan & Associates as senior 
iccount executive. Prior to joining 
Voice & Vision he headed the P.R. 
department of Alfred Bates & Son, 
Lid., and before that was on the 
staff of several national newspapers. 


Escaped in the floods 


Iwo agency men who live on 
Canvey Island but whose homes 
have fortunately escaped flood 
damage are G. E. Scarborough 
space buyer at Mather & Crowther 
Lid., and E. J. Bonsor, manager, 
printing department, S. H. Benson 
Lid. Both are now back at work. 
Mr. Bonsor is able to go on living 
in his home, but Mr. Scarborough 
and his parents are temporarily 
staying with relatives at 24 Crow- 
stone Road, Westcliff-on-Sea. 


* * * 


For 24 years with the Nuffield 
Organisation, where she dealt with 
sules, market research, statistics and 
publicity, and for the past seven 
years editor of “Morris Commercial 
Calling’ and “Transport Efficiency,” 
Miss A. M. Kay has joined Ken- 
nings Ltd., motor distributors, of 
Sheffield. and will be in charge of 
the publicity department 


* * * 


A. G. (Archie) Swatton, senior 
space buyer with John Haddon & 
Co., Ltd.. celebrates his SOth year 
with the agency on Monday. 


OBITUARY 
A. W. Paul 


A. W. Paul, works manager of 
Bradbury Agnew & Co., Ltd 
(proprietors of Punch), died last 
Friday after a three months’ illness 
at the age of 62. 

He joined the firm 48 years ago 
as an apprentice. He became works 
manager in 1937 and was shortly 


due for retirement. A well-known 
figure in the trade, Mr. Paul was an 
energetic worker for printers 


charities 
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Keep floors gleaming, keep linoleum 
bright with the O-Cedar Polish Mop. 
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...and sfill is 


GOOD HOUSEKEEPING 


where EVERY ADVERTISEMENT 1S GUARANTEED and 
where that obvious first choice is more obvious still since 


feminine confidence in Good Housekeeping is greater than ever 


THE NATIONAL MAGAZINE CO. LIMITED, 28-30 GROSVENOR GARDENS, LONDON, S.W.I 
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£2,000 from local firms to 
help Hastings publicity 


__ contribution by 193 Hastings and St. Leonards firms of 
more than £2,000 to the town’s Auxiliary Advertising’ Fund 
in 1952 has been praised by L. E. Room, director-general of the 
Advertising Association, as a unique example of co-operation 
between local authority and business interests. 


He was speaking at a meeting 
at White Rock Pavilion, 
when W. H. Dyer, the Cor 
poration’s director of pub- 
licity, gave details of future 
publicity plans. These, said Mr 
Dyer, included the continuation 
and extension of the all-colour 
brochure, the production of a new 
double-crown poster and a new 
posting stamp-—-red, white and 
blue for Coronation year—and 
a marked increase in press ad- 
vertising 

Ihe early response to the 
initial appeal for the Auxiliary 
Advertising. Fund, he said. had 
enabled them to increase their 
press advertising for the last 
summer season, and this con- 
tributed substantially to the 
increase of 6,000 recorded in the 
number of applications for liter 
ature received at the Information 
Bureau during the first _ five 
months of the year. 

Mr. Room told the business 
men present there was no neces 
sity for any enterprising business 
man to be frightened of the cost 
of advertising. The small adver 
tiser was the backbone of the 
whole advertisement — business 
“Just look at your local paper if 
you want proof,” he said. 


Pull of press ads. 


News also comes of increased 
publicity activity from other 
parts. 

At the annual meeting of 
Barmouth Publicity Association, 
Gwilym Ll. Jones, hon. secretary, 
reported that press advertising 
schemes had greatly contributed 
to a record, 10,000 copies of the 
official town guide-book being 
applied for and distributed during 
the past year. 

Last year’s campaign for Great 
Yarmouth and Gorleston-on-Sea, 
for which Willsmore and Tibben- 
ham (Norwich) Ltd. are the 
agents, drew 40,000 inquiries for 
an expenditure of less than 
£6,000, Outstanding feature of 
the advertising was a_ colour 
filmlet. This was keyed and pro 
duced 63 traceable replies during 
its short exhibition — period 
Posters on the Underground have 
heen so successful in attracting 
keved replies that the campaign in 
this medium is being also almost 
doubled. 


54 papers back 
Sewing Week 


No fewer than 54 newspapers 
are running regional contests in 
association with the Nationa! 
Sewing Contest, 1953, 

A strong sales platform from 
January to April, highlighted by 
retailers’ efforts in the Sewing 
Week, February 28-March 7, the 
contest always yields a substan- 
tial crop of composite pages. 
There will be more than £1,500 
in cash prizes and other valuable 
awards. 

The individual papers and 
groups sponsoring regional con- 
tests are: Beds and Herts Pic- 
torial, Bournemouth Daily Echo, 
Brightonand Hove Gazette, Bristol 
Evening Post. The Bulletin, Bury 
Free Press, Derbyshire Advertiser, 
Eastern” Evening News, Ilford 
Guardian series, The South 
Yorkshire and Rotherham Adver 
tiser, Kensington News, Kent 
Messenger, Lancashire Evening 
Post, Lincoln, Rutland and Stam 
ford Mercury, London Counties 
Newspapers, Lynn News and Wis- 
hech Advertiser, Manchester 
Evening News; North Wales and 
Border Counties Group (includ 
ing Y Cymro), Northamptonshire 
Evening Telegraph, Reading Mer- 
cury and Berkshire Chronicle. 


Highlight of Gordon & Gotch Adver 
at the Kinesley Hotel was a mock sponsored radio show. 


tisine Ltd.'s annual dinner and dance 


* Broadcasting” 


from station GGBC are (left to right) Audrey Fowle, copywriter; Graham 


Wrightson, account executive; 


John Dickinson & Co., Ltd. 
paper makers, have introduced what 
they describe as ‘the latest develop- 
ment in point-of-sale advertising” 
‘En Suite’ series of matching carrier 
hags and counter pockets. 

These printed bags can follow on 
the theme of an advertising cam- 
paign or a shop window display. 

Tkey are printed in two, three or 
four colours in almost any Size, 
shape or style, and include the 
“lock-top” style without handles. 


Trever Norris, copywriter; David Williams, 
group executive; and Olive 


Wilson, account executive. 


Staff parties 


The staff dinner dance of G. S 
Royds, Ltd., at the Café Royal 
was attended by 153. 

In an after-dinner speech the 
chairman, George Royds, spoke 
of the retirement from day-to- 
day activitiy of A. C. L. Hill, a 
director who still retains his seat 
on the company’s board, and 
who has been a colleague of Mr. 
Royds since early days. 

The dinner was followed by a 
demonstration of professional 
dancing and entertainment by 
members of Royds’ staff. com- 
pered by Nicholas Royds and 
directed by Vera Clarke, the 
agency’s P.R.O. 

The directors of Greenlys Ltd 
entertained their staff to a dinner 
and dance at the Savoy Hotel 
recently, in the first post-war 

“get-together.” which once again 
becomes an annual occasion. The 
health of the staff, “old and new.” 
was proposed by the chairman, 
F Ball. Howard Wadman 
responding. 


Further debate promised before first sponsored TV 


The Government adhere to 
their policy that the B.B.C, 
monopoly in television shall no 
longer be allowed to continue. 

Under certain safeguards and 

certain conditions an element 

of comoetition by television 
based on advertising revenue 
shall be permitted. 

This assurance was given in 
the House of Commons last week 
by Mr. L. D. Gammans, Assistant 
Postmaster General 

He told critics that member- 
ship of the Television Advisory 
Committee was composed almost 
entirely of technical people and 
it had nothing to do with advis- 
ing the Postmaster-General on 
licence applications. The com- 


mittee’s report on frequencies 
would he received earlier than 
seemed possible a few months 
ago 

No exact time could be given 
when applications could be filed 
because the Government did not 
know what resources could be 
allotted to television in the near 
future. Before the licence for the 
first sponsored station was 
granted the House would have a 
further opportunity of discussing 
the terms and the nature of the 
controlling body. 

There were 35 applications 
from organisations and bodies, 
but it would be most improper 
for him to give names 

Eric Fletcher (Labour) had 


asked: “Is it a fact that two large 
newspaper combines have applied 
for licences—the Daily Mirror 
and, I think, the Daily Express? 
And ought other newspapers to 
apply in: self-defence?” 

“Tam not complaining about 
anyone applying.” he added. 
“Can the Assistant Postmaster- 
General! tell us whether there is 
any time-limit for applying, and 
can he give an assurance that if 
any rival concerns want to appls 
they will not be too late if they 


apply next year, the year after, 


or in three years’ time? Can 
they all rely on the fact that it 
will be four or five years before 
any licence is granted?” 
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KEYED 


HOLIDAY ADVERTISEMENTS 
prove that the 


NEWS CHRONICLE 


gives best results 


This persistent factor has resulted in the 
NEWS CHRONICLE carrying more display 
Holiday Advertising than any other national 
daily newspaper in five of the last six years. Here 
are some relevant figures: 


VOLUME OF DISPLAYED HOLIDAY ADVERTISING 
IN COLUMN INCHES 


DAILY DAILY DAILY 
NEWS CHRONICLE MAIL EXPRESS HERALD 


1947 1541 1,221 955 1,025 
1948 1,220 697 863 
1949 1,910 1,609 ‘1,203 
1950 2,109 780 1,279 
1951 2,530 j 1,409 1,283 
1952 2,289 j 1,660 1,055 


TOTAL ii 5599 I 8,110 6,708 
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Sweets off ration: 
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SMALL FIRMS WILL SPEND MORE 


The sudden ending of sweets rationing last week led to 
several manufacturers—chiefly the smaller ones—hurriedly 


increasing their advertising appropriations. 


In the main, how- 


ever, the big firms say that because they are getting no increase 
in ingredients, except for a small bonus to start with, their 
campaigns already planned will not be extended. 


Luck was with Mars Ltd. who 
quite by chance timed their 
“biggest ever advertising drive in 
the confectionery industry” to 
break next week. The scheme 
includes half-pages in several 
national daily newspapers. Orig- 
inally these were to feature radio 
star Joy Nichols saying “Me for 
Mars every week.” The copy has 
been changed and Miss Nichols 
is now. saying: “Hip, Hip, 
Hooray, Mars every day.” 

Copy in all Mars and Malteser 
ads. will be recast but there will 
be no copy change in the Bounty 
and Spangles advertisements. 

Mars also were fortunate with 
their existing campaign — they 
had an ad. on last Thursday 
morning’s programme page in the 
Radio Times—the first day of 
“sweet freedom.” 


Quick bookings 


When news of the de-rationing 
broke at 3.45 p.m. last Wednes- 
day the Daily Sketch contacted 
several sweet manufacturers. As 
a result they carried a 64 in. d.c. 
ad, for Pascalls and a 6 in. d.c. 
for Trebor on Thursday morning. 
Both ads. were typeset, the Pascal] 
ad. stating: “Pascalls Sweets, 
Yours for Good, Especially 
Now!” and the other “Sweet 
Freedom. Make Trebor quality 
sweets your choice.” 

Cadbury's struck lucky with a 
fromt page solus in the Daily 
Express for their Milk Tray 
chocolates last Thursday. 

Cadbury's are making no 
change to their advertising pro- 
gramme “Most people when 
they see the name Cadbury's 
think of milk chocolate and that 
is still more or less ‘under the 
counter’, a spokesman said. 

Next month Batger’s will be 
launching half-page colour ads. 
in Eagle and Girl for their Silmos 
lollies. Last year quarter page 
black and white ads. were used. It 
was decided to step up the ad- 
vertising in anticipation of the 
end of sweets rationing, 

On Thursday they distributed 


2 cwt. of sweets, primarily Silmos 


Allied to the West Country .. . 


BristoL EVENING POST 


with more than 130,000 daily circulation 


Head O@ice: SILVER STREET and BROADMEAD, BRISTOL Leadon Office: 65 FLEET STREET, E.C.4. 


lollies, outside their factory gates 

' at Clapham Common to a crowd 
of schoolchildren, and received 
wide publicity. 

F. E. Tucker, Fry’s advertising 
manager, stated that his company 
were continuing their present 
national advertising campaign, 
which started some weeks ago, 
and at present they were making 
no change. 


Packs and impulse 
buying 


Ihe importance which Ameri- 
cans attach to “impulse buying” 
makes for attractive packaging, 
the latest Anglo-American pro- 
ductivity report stresses. 

The report, which deals with 
fruit and vegetable storage and 
pre-packaging, comments: 

“Not all wrappings necessarily 
improve appearance, Films which 
fog and obscure the commodities 
may discourage sales. An in- 
teresting point that emerged from 
a research study by the Maryland 
Agricultural Experiment Station 
on the pre-packaging of spinach 
and kale was that consumers pre- 
ferred plain transparent bags to 
printed bags. 

“Pre-packagers are also finding 
that attention has to be paid to 
the size of the nmackage most 
acceptable in particular markets.” 


little change 


Packs on the peg 


Latest promotion lines intro- 
duced by Birds Eye Sales Ltd. 
include this panel of perforated 
hard-board fitted with a strut of 
the same material. The whole is 
finished with washable white 
enamel paint and carries a frame 
in the centre into which a 
coloured showcard is slotted. 

Pegs plugged into the holes in 
the board support six dummy 
packs of the company’s products. 
The position of the pegs can be 
altered to fit any of the Birds Eye 
packs so that the display can be 
adapted to suit the current con- 
tents of the storage cabinet. 
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‘Design can aid 
export trade’ 


Printing can make or mar the 
exports of many firms, and unless 
printers play a more -responsible 
role in typographical! design they 
are going to find themselves in 
the position of sub-contractors 
competing among themselves for 
work awarded to the lowest 
bidder by professional middle- 
men, Sir Francis Meynell told 
the Manchester and Salford Asso- 
ciation of Master Printers, Litho- 
graphers and Bookbinders. 

A new attitude to design was 
needed to save our export trade 
in those many fields where it was 
shrinking fast before the war not 
because of price or of economic 
barriers, but because we were 
outclassed in design and were 
harking back, too much, to the 
anachronistic slogan of “crafts- 
manship.” 

We must offer design in place 
of our ancient craftsmanship, and 
it must be right, appropriate, 
amiable, easy design. It must not 
be violent or odd, nor even more 
than occasionally experimental, 
but design of our own day, or, if 
of another, then design rechosen 
by the taste of our day. We 
needed every type of design, so 
long as it was not functionally 
ridiculous or so long as it was not 
merely habitual. 


Allowing for the ‘not-at-homes’ 


' 


in random sample surveys 


How to overcome the problem 
of “not-at-homes” during survey 
interviews using the random 
sampling technique was discussed 
by Dr. R. O. Hartley, Reader in 
Statistics at London University, 
na talk to the Market Research 
Society last Thursday. 

Merely to ignore the nect-at- 
homes would introduce a serious 
bias into the results, he said. To 
substitute other people who were 


At the first annual dinner of the Sheffield branch, Incorporated Advertising 


Managers’ Association. . es 


Ortton (vice-chairman); 


Douglas Wilson: F. W. P. 


Townend (past chairman); 
Corbould (national 


president, 1.4.M.A.), receiving memento; Leslie Hardern (national chairman 
1.A.M.A.); C. H. Dolphin (chairman); R. Russell (hon. secretary). 


. Weston-Super-Mare 


Somerset 


at home would only be equivalent 
to using a larger random sample 
and ignoring the not-at-homes in 
that. The theoretically correct 
method —to re-call repeatedly 
until the whole sample had been 
interviewed—-could be extremely 
expensive, laborious, and lengthy. 


Compromise method 


Dr. Hartley then discussed a 
compromise method. It consisted 
in sticking to one interviewing 
time; asking the people inter- 
viewed further questions to find 
out how often they were at home 
at that particularly time; and then 
making a mathematical adjust- 
ment to account for the not-at- 
homes. This method, he said, had 
already been tried in America by 
investigators who claimed a high 
degree of accuracy for it when 
its findings were tested against 
known facts. But, he emphasised, 
it was still very much in the ex- 
perimental stage. 

Tailpiece: “A 
someone who draws a straight 
line from an unwarrantable 
assumption to a foregone conclu- 
sion.”—Quoted by Dr. Hartley. 


statistician 1s 


_*. 7 SRE TL. 
.- —_ a 
ey, 
a ee |_| Po 
an 
- a 
4 } ; 
- Se ec eee Pins LY = 

| Dn |» o> 2 
. ~/ Dim bh ‘ 
, . ' CS 
i J Ans 

; vy Z 
ts ey 
| — 
ae 
P Pd 
_ 
> , 
¥ 
as Z : ? ie 4 ¢ : 
a & a . a , 

ried . Ee ) ’ 

fh ee. & 

2. é 4 ah e d ae 4 
a = + ay) te. & 
- 
' Po ‘ 
% Ss i ® 
‘ 
rf - i a 
% — e 
eo = : bee ; 
y ——_— ~~, Bare %. 7 J 

; eg RE oh nS cathy > ie 
F yl SF 2 AE ONS Saye ‘ 
<3 Be —- _— -. nak > ! 
be _ - : = ADD) ~ es : 
5 ange oe - a" Zor 

i = ae i 

“ ee S | 
Y 2 
‘ a 
5 er ey eee oe ie 2° 2 es ee i ig RR a ae ee 


“1 a ’ Rio ae Age asa a 
: ae Wr 
oS MR 4S ine 
, : oe F 7 ©" v ¥ 
i Me OS . ala? gti 8 
toe - eke - j ; , : ay 
wee ™ : al Bae cs ee ae 
: j ret, * m “hin ae ge 
; ar — eae. t 
ped bs * es ‘ . 
ie \ Roh, is 4 im 
: 4 % ” & 
had al i we & 
y  F Bion ox Pe is ’ 
& 77 we Ky a, i 
a = } haf 4 \ 
; % i” ‘ ed e 
“ “ 4 iy = 
. % a rts : i 
f bet: - er j 
ey r pees | P Me ¥ ; ba ‘ 
Ps “—e ¢  . wa Te be, A, : * ‘ 
a . ie “ Y 4 bs x ae s 
| ne _ ee Bi ’ ie hy gtk i : 
a : PA, ely : 
f = ge “ar caer > a ny TH " on 
avy wa 3S » a - BY “ / ; 
: ” = = ~ a 4 a 
=: ; a 5 fr - . 
b « - ns 
- 7 i 
7 . “a 4 4 
. 7 * 
‘ ; es . a 
| = ae a 
5; ' Bl oat : se ¥ ; 
— a z ’ ; Be, 
_' ae ‘ << 
? . 7 j es" + - 
j { ‘ "ye - y - ’ ‘yg 
7 Be) ‘a ‘ J y th f 
R ia rf he out a. ay 
se . vis, : 
; ie ; 
oe ia ‘es I ce OS 
le cman Tn “* apn a : ; 
4 a ee : by a 
Ps jad? iz " e ? wf e. Pi it 
, : pa! sl ate 
t i 4 ~ 
$e 
ok ‘é : 
-f jae 
‘ ; ‘ : 
ae y We y yank . 
y ae : . i" 
4 a é. ne ; -_ 
ke) a | * : oe B visa | j fo» y Lon y a P oa 
a : a mae ’ ¥ hs . , oe 5 y a y 7 fu a 
oa oy sf . 4 4 . - - ' ‘ a 
i ae —_—" eR. * Pei aa st . r » - y ; Pi . . 7 
3 a 4 i ey Sey Pet: i oe sO mete PO as oe - Pea tha oe EN 


ADVERTISER'S WEEKLY 


FEBRUARY 12, 1953 


LATEST A.B.C. WES 


The net sales of WOMAN for the period July-December 1952 are guaranteed 
by the Audit Bureau of Circulations to average 2,370,865 copies per week. 
This is a very substantial increase on any previous figure . . . and WOMAN 
is STILL going ahead! 


During recent months, sales every week have been FAR in excess 
of even this A.B.C. average—a tremendous bonus for advertisers. 
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TO CUT WASTE 


In sales promotion, some waste is 
unavoidable. What every ad- 
vertiser seeks is to cut that 
waste to the minimum. 

One way is so to shape the 
marketing plan that it fits as 
nearly as possible the potential 
of the market. 

That is why it will pay adver- 
tisers to study the survey of 
the Seven Major Conurbations 
published in this issue. 

As D. R. Griffiths, director of 
the Incorporated Sales Man- 
agers’ Association, points out 
in his article introducing the 
survey, waste of effort is 
caused by failure to establish a 
close relationship, in the geo- 
graphical sense, between costs 
of distribution and of sales 
promotion. 

ihe seven conurbations will tend 
to become, for all national 
companies, the intensively 
worked areas. Within these 
areas, because so much infor- 
mation about their market 
potential is available, the two 
items in the sales plan can 
be closely related. There need 
be no misdirected, and there- 
fore wasteful, sales effort. But 
first the facts must be studied 
and assimilated. 


‘CABINET’ PLAN 

Leslie W. Needham, in his Guest 
Column on this page last week. 
pleaded eloquently for a 
“cabinet” of advertising men, 
representative but above 
“party,” to preserve and apply 
the high standards of practice 
now accepted in all right- 
thinking circles. 

in this he appears broadly to en- 
dorse the suggestion, made in 
an “Advertiser's Weekly” 
“Policy Platform” article last 
October, that there should be 
a new central body to co- 
ordinate the work of all the 
associations concerned’ with 
voluntary advertisement con- 
trol. 

Some such development is clearly 
desirable. Difficulties are great, 
but no more formidable than 
many organised advertising ha, 
already surmounted. They arise 
largely from the jealous inde- 
pendence of sectional interests 
and of the various bodies 
whose co-oneration would be 
essential. 

But times are changing. 
people and new ideas are 
coming to the forefront. The 
time may well come when Mr. 
Needham’'s vision will materia- 
alise. 


New. 
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Is there need for a 
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Classifieds bureau? 


N UCH has been written 
about the importance ol 
classified advertisements to 
newspapers and to the life of 
the community but little has 
been done to promote this type 
of advertising by co-operative 
action. 

At many conferences that have 
been held the emphasis has in- 
variably been on methods for 
obtaining display advertising and 
the potenual danger of othe: 
media eating into appropriations. 
Possibly it 1s because our classi- 
fied columns to an extent fill 
themselves almost automatically 
and have no other form of pub- 
licity to compete with them that 
have been left to take care ol 
themselves. 

[here is still scope, however, 
for individual newspapers to 
show initiative in the promotion 
of classifieds within their own 
areas. Perhaps even more satis- 
factory results could be obtained 
if the effort was collective and 
projected on a country-wide 
scale. 

Is the time then opportune to 
form an Association of Classified 
Managers to discuss promotion 
tor the mutual benefit of its mem- 
bers? The interchange of ideas 
ind discussion of common prob- 
lems would provide much useful 
information which could be pul 
to good use. 

1 feel that an Association of 
this kind is a long felt want and 
one which would be beneficial to 
all concerned. 

There are so many aspects that 
could be ventilated profitably, Is 
too litde publicity given by pub- 
lishers to the great service per- 
formed by classifieds at such a 
small cost? Could more attention 
be paid to the phraseology of 
classifieds to the mutual advan- 
tage of advertiser and newspaper? 
How best can box number replies 
be handled? Are girls more 
proficient classified clerks than 
men? 

These are just a few random 
questions which occur to me 
Many more, I am sure, are in the 
minds of advertisement managers 
throughout the country—waiting 
to be asked and answered. 

Although there appears to be 
1 feeling among some provincial 
papers that to promote trade 
classifieds would be to the detri 
ment of display advertising, | 
think that much could be done 
to encourage agencies to make 
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Maleolm Graham, 
Chairman, ‘} \press and Star’, Wolverhampton 
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lisplays are sup- 
ot competitive. 

There ts n loubt that with 
present overheads the handling 
ot classified advertising is an 
uneconomic position to agen- 
cies The 1 entailed in seek- 
ing through the despatch of, say, 
50 orders and the additional work 
of checking and settling the 
individual accounts must be con 
siderable 

If a Classthed Bureau 
be established by all 
publishers — tor 
transmitting 
ments to 
technica! 
nals, 1 
would 
instead of 


could 
types of 
receiving and 
classified advertise- 
newspapers, trade, 
and professional jour- 
feel advertising agents 
welcome such business 
looking upon it as a 


Soap manufacturers are being 
invited to off-the-record discus- 
sions on gift schemes with the 
National Chamber of Trade 
and representatives of grocers’ 
and ironmongers’ associations, 
Last week there were talks 
with Hedleys: next on the list 
are Levers. 


Ice cream manutacturers are 
watching their sales charts 
anxiously Advertising ap- 
propriations may be stepped 
up if sales decline now that 
sweets are oll ration. 


Pulling power of the full page 
press advertisement has ex- 
ceeded expectations in some 
quarters. Hence the present 
crop of big displays and 
more to come. 


Competition in a hardening 
market more 
ready acceptunce ol quicker 
drying inks tor screen print- 
ing. Technical developments 


points to 


nutsanee. No doubt the difficulties 
of establishing such an organisa 
uuon would not be beyond the 
wit of the Classified Advertise- 
ment Managers Association § to 
overcome. 

To a central bureau, an agent 
need despatch only one adver 
tisement for distribution to any 
number of papers, receiving in 
turn only one account. It would 
have the added advantage to the 
publisher of ensuring the veracity 
of any advertisements so sent 

With these thoughts in mind 1 
welcome the Classified Advertise 
ment Convention in Birmingham 
on February 17, 

This may well be a first step 
to the formation of a Classified 
Managers’ Association and late: 
to the establishing of a classified 
bureau such as I have envisaged 


are expected to speed thei 
more general use. 


Display firms are complaining 
that orders from retailers for 
the Coronation are hanging 
fire in the hope that “novel- 
ties” may yet be announced. 
Many studios are heavily com- 
mitted already. Some ltate- 
comers risk disappointment. 


Three dimensional advertis- 
ing films are coming. At 
least one will be shown in 
May at the’ Riverside 
Theatre, Battersea Pleasure 
Gardens. A_ big chocolate 
advertiser is reported “most 
interested.” 


Heavy national, provincial and 
magazine advertising is planned 
by the film industry for the 
autumn. Commercial tie-ups 
on a record scale are being 
arranged by Columbia Pictures 
for “Salome” for which film a 
million dollar camoaign has 
started in America. 


ROUND TABLE 
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In the first of a new series of articles CHRISTOPHER HOWARD (who is 


a director of a well-known London agency) explains the purpose and object of 
merchandising an advertising campaign. 


detail on methods and individual operations, 


Getting the retailer to help sell 
is a priority job for the agency 


FPNHE days are past when the 
advertising agency could re- 
legate the “trade stuff” to its 
junior copywriters and layout 
men, and look upon the client's 
sales force as though it were 
something on another planet. 
foo many good campaigns fail 
because not enough attention has 
been devoted to that all- 
important and complicated pro- 
cess that gets the goods on show 
and the retailer in a co-operative 
frame of mind. Good advertising 
ideas, large appropriations are 
wasted without the full co- 
ordination of this vital link in the 
selling chain, 

Ihis trend for the agency to 
take an important part in the 
whole selling process is not only 
sound selling practice but prac- 
tical economics. 

Intelligent) promotional mer- 
chandising of the consumer adver- 
tising is absolutely essential if 
the full impact is to be obtained 
from the appropriation. With 
keener consumer buying it is 
impossible to expect the retailer, 
the man at the point of sale, to 
he aware and automatically an- 
vious to co-operate with every 
new campaign that appears. We 
cannot expect his co-operation 
unless we seek it and seek it 
aggressively and intelligently. It 
requires an effort far more in- 
tensive than just taking space in 
the appropriate trade papers. It 
requires careful planning, skilful 
execution and very accurate tim- 
ine. It can make the difference 
hetween success and failure o/ a 
campaign, 


Pre-selling 


Good trade relations start with 
the domestic sales force and the 
recognition that they cannot be 
brought into the picture too 
soon, How often, in the past, have 
they been completely unaware of 
the advertising selling-story until 
it appeared in their own daily 
paper, months after they have 
started their initial selling drive? 
The successful sales force is not 
only made aware of the advertis- 
ing selling-policy but is “pre- 
sold” on it before it commences. 
To have confidence in the selling 
message they must have the 
opportunity to discuss it, ask 
questions, be made conscious of 
its importance and, above all, be 
told about it in an atmosphere 
that lends itself to the stimulation 
of enthusiasm, 

In planning the programme of 
promotion the budget would 
normally be the primary con- 
sideration. But it cannot be dis- 
cussed at this point until we have 
examined a typical merchandising 
programme; a programme which 
includes most of the activities 


many advertisers are now includ- 
ing under the broad heading of 
“Merchandising the Advertising.” 
Taking the items tn their order 
ot appearance they normally fol- 
low the tollowing pattern: they 
are ail imter-related and inter- 
dependent which, incidentally, 
demands the most careful tuming 
in production. 

teding the trade. An ambitious 
mailing shot to bring home to 
the trade the major aspects of 
the new campaign is usually the 
first step. This can take the form 
ol a broadside which will give 
the general outline of the new 
selling theme. It will include 
reproductions of the coming press 
advertising, a list of the media, 
starting date, etc. It will also tell 
the stockists of the display 
material available, window dres- 
sing services, co-operative adver- 
using aid, details of any com- 
petitions, bonus offers, etc. It is, 
in fact, a complete synopsis of 
the whole programme. This 
broadside normally precedes the 
appearance of the national adver- 
tising by a week or ten days. 
To achieve this, all the material 
for the campaign down to the 
last detail must be available well 
in advance so that it can be pro- 
moted in the broadside. Timing 
is the essence of this operation. 

The retailer takes his trade 
paper for news of what is going 
on. All good advertising has 
a news value, No scheme can 
be complete without ambitious 
use of the trade press; for the 
size of the effort is often assessed 
by the size of the trade press 
advertising. This advertising is 
usually timed to appear within 
a few days of the mailing of the 
first trade broadside. It repeats 
the same message. 

Salesman’s Organiser. The es- 
sence of the selling—as opposed 
to advertising campaigns—is a 
manual specially prepared to 
discipline the salesman’s selling 
approach to the retailer. This 
Salesman's Organiser is something 
We are borrowing very freely 
from the States and is probably 
the most practical way of bring- 
ing home to the stockist the whole 
campaign policy. In practice it 
can, when the occasion demands, 
serve the dual purpose of bring- 
ing home to the retailer, through 
the salesman, the advertiser's 
promotional plans and also of 
providing an ideal medium for 
announcing a new line, 

Like the broadside. the Ore- 
aniser will contain full details of 
the advertising programme: re- 
productions of the advertisements 


Later articles will go into greater 


the more they are repeated the 
greater the chances of their 
taking a hold on the retailers 
memory; full details of the pro- 
mowuonal support available. [his 
section will be presented in a form 
that invites easy co-operalion and 
makes it possible tor the sales- 
man to come back with firm 
instructions on the number otf 
window display showcards, coun- 
ter give-aways, cinema slides, 
elc., the stockist wants. 

Ihe comprehensive Salesman's 
Organiser will also amplify the 
details contained in the broadside 
on any co-operative advertising 
service and explain the purpose 
and usefulness of a Stockists 
Advertising Reference Manual, 
covering press advertising, win- 
dow display, etc. (See beiow). If 
this service is planned on an 
ambitious scale, it is usually more 
practical only to refer to it and 
to treat the whole subject fully 
in a separate document. 


Dealer ads. 


Advertising Reference Manual. 
Not every advertiser can afford 
to embark on a 50/50 co-opera- 
tive advertising campaign with 
his stockist. It can be costly to 
finance and to administrate. 
Probably the next most economic 
way to stimulate stockists’ adver- 
tising support is to offer a com- 
plete advertising reference service, 
providing the stockists with com- 
plete stereos of the national 
advertising, stereos of the product 
illustrations and product name 
block and simple instructions on 
how to use them. With products 
which are sold by stores who 
take regular space for a number 
of lines, it is worth the effort to 
provide, in addition to the normal 
standard material, something un- 
usual that the store advertising 
department can use in its com- 
posite ads. or catalogues. 

When the product is suitable, 
this Advertising Reference Man- 
ual can also include window 
display ideas or a catalogue of 
the window display material and 
print matter available. The great- 
est advantage of this manual, 
apart from the goodwill it can 
create among the stockists. is 
that it is a means of ensuring 
that the stockist’s own local 
advertising echoes the thought 
and character of the national 
effort. 

Mailing shots. Direct mail 
can be the most expensive form 
of promotion. In a promotion 
plan of the size we are reviewing 
here it is more than important 
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that costs and results should be 
closely related. In planning the 
mailing programme it is as well 
to remember that isolated shots 
are rarely worth the effort and 
expense involved. Secondly, if 
ever the agency wanted an occa- 
sion to use its ingenuity this 
form of promotion provides the 
perfect opportunity, A good idea 
can be worth far more than four- 
colour letterpress on heavy art 
paper—the more unorthodox, the 
greater the chance of success. In 
planning the mailing campaign 
economically it is wise not to be 
hidebound, by thinking in terms 
of printed matter only. 


Display, ideas 


Display ideas for stockists can 
be provided with only small 
expenditure on printed material. 
Again inventiveness and com- 
monsense can do a practical job 
at very little cost. It is impos- 
sible to cope with the million 
and one window’ dimensions 
throughout a trade, but is simple 
enough to provide stockists with 
good practical ideas that make 
use of two or three showcards and 
local material. Designing these 
window ideas merely requires an 
artist with a practical outlook and 
a commonsense appreciation of 
what is within the skill of a 
normal shopkeeper. 

Display material will, of course, 
echo the advertising sales message 
at the point of sale. Physically, 
it need not be ambitious. Better 
in fact to produce display 
material that is expendable, rather 
than to be involved in the admini- 
strative problems of delivering 
and collecting. The real value of 
this display material, apart from 
its functional use in the store, is 
that it is yet another reminder 
to the stockist of your selling 
effort on his behalf. 

* * * 

So much for the items that go 
to make up the programme. But 
the real force behind such a pro- 
motional programme is the man- 
ner in which the salesman uses 
it. In an expensive promotion of 
this nature it is commonsense 
economy to make an additional 
budget for briefing the salesman. 
One day taken out for a sales- 
man's conference is a_ cheap 
insurance policy to ensure that 
the fullest value is obtained from 
the promotion. 

It is up to the agency to put 
the salesman into the advertising 
picture and to illustrate to him 
the way advertising and personal 
salesmanship can be allied. 
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I'll bet the one they 
choose costs £50 at least 


What, a couple of kids like that? 


They may be a couple of kids but I’ve no doubt they've 
got money to spend. They're working class, obviously, 
and they enjoy today’s working class standard of living, 
which is pretty high, I can assure you. 


It must be if they can afford to buy fifty quid engagement 
rings. 


Well, look at the facts. He probably works in the factory 
up the road. What with overtime he knocks up pretty 
good money. She probably works there, too, or maybe in 
an office. He'll buy the ring, of course, but they'll club 
together when it comes to saving for a home. 


I expect they'll both go on working when they’re married, 
too. 


For a while, certainly. At least until the home is paid 
for. Add their wages together and you can see how they can 
afford luxuries. Theyre the mass market, my friend. The 
only market worth bothering about these days. 


DAILY MIRRORLE 


ADVERTISER'S WEEKLY 


With the highest daily net 
sale in the World, the 
DAILY MIRROR offers 
the most powerful mass 
market coverage in the 
history of daily newspapers 
at the lowest square inch 
per thousand space rate 


of all national dailies. 


When planning 

your schedules, you 
MUST include 

THE DAILY MIRROR 
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“Esso’s leaping tiger is an 
alarming creature... . (See 
page 288.) 


OU will expect me to say 

something about the petrol 
advertising, and really it is too 
bad of you, for I regard the last 
three weeks’ spate of large adver 
tisements as no more than a pre 
liminary clearing of the throat 
Or perhaps something near to the 
preliminary Maori war dance in 
which the All Blacks indulge 
before a Rugby football interna 
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THE BLITHER SPIRIT 
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tional. It looks good, and it 
warms the players; but it doesn't 
score any points. 

Certainly the situation was a 
very strange one, with everybody 
starting equal at the same 
moment and a strong suspicion in 
some people’s minds that 
motorists would each plump for 
one or other of the brands on 
that famous Sunday morning, 


The Voice of Kent. 


HEAD OFFICE - - MAIDSTONE 


LONOON - 80 FLEET STREET 


abouts every 


OOP ITASTER——— 
has been watching the petrol 
companies’ “preliminary can- 
ter.” Now he enters the fray 
himself and demonstrates that 
he packs no mean punch! 


find jt satisfactory, and —with the 
right encouragement go on 
using it happily ever after. 

If there’s any fact in that 
theory, surely Shell  Petrol’s 
slogan was beautifully calculated 
to supply the “right encourage- 
ment.” 

A motorist who has just spent 
two or three pennies mor: than 
usual to buy a branded petrol js 
more or less consciously anxious 
tu reassure himself about the 
extra expense. <A _ habitual beer 
drinker who has a glass of Scotch 
“to keep out the cold” or “be 
cause he is so tired” will very 
easily persuade himself that he 
is indeed much warmer and much 
less tired, for he is predisposed 
to experience just such sensations 
“Fill up with Shell and fee! the 
difference” reads the motorist, 
and by golly he will feel the 
difference even if his ignition 1s 
hopelessly retarded and his com- 
pression reduced almost to 
vanishing point by worn cylinders 
and piston rings. He wants to 
feel the difference, and feel it he 
will. 

This is infinitely better, at this 
stage of the game than B.P.'s 
“Come and get it and banish 
pinking.” No doubt the research 
boys are satisfied that all-—or 
nearly all-—motorists know what 
pinking is and would recognise it 
it they heard it. But what per- 
centage of cars do pink in the 
ordinary way—even on pool 
petrol? And of those that do, 
how many have owners so 
troubled by it—after years of 
pinking—that they will cheerfully 
pay an extra half-crown or there- 
ume they fill their 
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What percentage of cars pink 

even on Pool? And how many 

owners are troubled by it after 
years of pinking? 


tank to banish a little tinkle that 
has never apparently done them 
any real harm? Maybe | am 
wrong, but I believe that this B.P 
theme has a limited appeal, and 
that it is also wrong because it 
makes a negative promise to re- 
move a nuisance instead of a 
positive promise of advantage. 
The B.P. copy, too, strikes me 
as stuff that the advertiser wants 
to say but no motorist is exactly 
dying to read. “This new premier- 
grade spirit” is a phrase that may 
be pregnant with meaning for 
the Anglo-lIranian directors or 
even for Dr. Mossadiq, but it 
sounds to me like a memorandum 
on morale from the Ministry of 
Education: “School principals 
are now encouraged to inculcate 
a strong feeling of loyalty and 
emulation throughout their 
schools. Even infants can acquire 
a new premier grade spirit that 
will manifest itself both in their 
lessons and at play. (Curiously 
enough, you will notice two of 
the infants endeavouring to 
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m OTTAWA 


CANADA'S CAPITAL (CITY 


@ One of Canada’s most stable, year-round 
markets lies in the metropolitan area of 
Ottawa, with its population of over 280,000. 
The effective buying income of the city totals 
over $346,000,000. annually, and the per 
family income of $6,419,00 is the highest of 
any city in Canada with a population of over 
30,000. 

Government services employ 55,000 
people, whose total salaries reach $140,000,000 
annually. This huge pool of earnings is spent 
largely with local merchants, and suffers no 
seasonal slump. It is a most effective stabilizer 
of Ottawa's business. 


@ Total retail sales reached over $306,000,000. 
in 1951, and Ottawa's 307 industries, with a 
payroll of approximately $24,000,000. pro- 
duced goods to the value of over $88,000,000. 

Here is a unique market, where you 
are sure of steady buying power, year in, year 
out. Here, too, is a great city today—and the 
prospect of a greater one tomorrow, for the 
National Capital Plan of the Dominion 
Government to create one of the world’s 
finest capitals is well under way. 


@ Alert advertisers will allot a steady and 
substantial appropriation to acquaint and 
familiarize Ottawa with their products. There 
are few areas in Canada where buying power 
can be forecast so surely, so far into the future. 

In this Capital Market of Canada, The 
Ottawa Citizen, with its morning and evening 
editions, offers advertisers an effective, 
dependable advertising medium. 77.4%, of 
its circulation is in the rich Ottawa City 
fit area, and most of it is home delivered. 


i en 


The famous Peace Tower of the Pariiament Buildings at 
Ottawa, Canada 


@ The Citizen is accurate, moderate, and 


strictly independent, a respected home news- 
THE SOUTHAM NEWSPAPERS paper, edited for every member of the family. 
THE OTTAWA CITIZEN With an ABC. Daily Average Net 


Paid 6 months’ circulation ending September 


THE HAMILTON SPECTATOR 30th, 1952, of 61,081, The Ottawa Citizen pro- 


THE WINNIPEG TRIBUNE vides you with a complete and thorough 
THE MEDICINE HAT NEWS coverage of this rich and rewarding market. 
THE CALGARY HERALD For a copy of the folder entitled 


“The Ottawa Citizen Market”’ 
write Mr. F. A. Smyth, 34-40 Ludgate 
Hill, London, E.C.4. 


THE OTTAWA CITIZEN 


ONE OF THE SEVEN SOUTHAM NEWSPAPERS OF CANADA 


THE EOMONTON JOURNAL 
THE VANCOUVER PROVINCE 
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be 


Are you an art buyer? 


. if so, you will find this Exhibition 
very worth while. 45 well-known Artists are 
exhibiting over 200 originals and reproductions 
covering every branch of Advertising Art. 


..e \dimission is free and you are cordially invited, 


EXHIBITION 


of contemporary advertising art 


he as he 


ee nga 


Nie 


The Studio Club, 15, Swallow Street, W.1. 
16th to 20th February inclusive, 10 a.m. to 7 p.m 


All Artists exhibiting are exclusively represented by 


ARTIST PARTNERS LTD. 
9, Lower John Street, W.1. 


Copytaster—continued 


foot 
} what is 
Vague 
research 
People 


acquire the spirit at 
the advertisement). I he 
the real value 
stuff about laborat 
and refinery techniques 


of ali this 


take it for granted that a firm 
like Anglo-iranian doesnt refine 


its oil in a kitchen kettle or blend 


it by guesswork and it with 
out a laboratory test. Either this 
reference to the research and re- 


finery should be dramatised and 
made exciting and important or 
it should be omitted, for in its 
present form it is just a lullaby, 
sending the reader to sleep be- 
fore he arrives at the operative 


words—the promise of advantage 
in the shape of “greater pulling 
power, longer engine life and 


more miles per shilling.” 

Mobilgas is a new brand to me 

and I should think the petrol 
will take a long time to live its 
name down. Most people know, 
I suppose, that Americans fill 
their cars with something called 
gas which is shert for gasolene, 
but how many are sure that 
gasolene is simply a long word 
for petrol? 

The horse is not exactly a 
Munnings and it seems to be held 
firmly on an invisible curb or 
bearing-rein, but it is a powerful- 
looking beast, and looks like 
making a much more meaningful 
trade-mark than Shell's golden 
shell or National Benzole’s head 
of Mercury. The copy ts far 
from exciting. “All the M.P.G 
your car can deliver” is such a 
curious expression that motorists 
may well pause and think it over 
for a moment, but even on re- 
flection it surely seems luke-warm, 


National Benzole’s copy is by 
far the best of any I have seen. 
and the makers of 8.P. would 


do well to study it as an outstand 
ing example of telling the reader 


what he wants to know rather 
than what the advertiser would 
like to say. Particularly they 


should compare their vague ex 
pression “free from pinking —and 
all that pinking with 
National Benzole’s “giving the 
piston a powerful shove in place 
of a harsh hefty wallop.” 


means” 


These 


\ 


— 


ee 
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Benrole makes good petro! better! NATIONAL 
BENZOLE 


MIXTURE 


“The makers of BP. 


well wo stu fy 


would do 
this.” 


and all the M.P.G. your car 
can deliver 


Mobilgas 


SRITAIN'S MEWEST PETROL 
made by Une makers of carbon-duperting Mette 


ote 40M amy ote CnCOm bw 

“The horse seems tu be held 

firmly on an invisible curb or 
bearing-rein. . . .” 


two phrases alone are as good a 
lesson in the art of turning lazy 
jargon into hard-working plain 
English as you will ever find. 
Esso’s leaping tiger js an 
alarming creature, but I suppose 
he suggests power and speed 
Perhaps the eagerness of the 
queue of motorists will prove in 
fectious among readers but I pre 
fer the two ugly daughters of 
B.P. to this gadarene rush of 
dangerous - looking road - hogs 
Ihe slogan: “Esso Extra—the 
great new petrol with 6 extras” 
leaves me cold, for it Is not a 
promise but a boast, and boast 
ing seldom pays. If it even said 
“that gives you 6 extras” it would 
be a great deal better. But the 
Staggering selling point for Esso 
s so deeply buried, so whispered, 
that L read the copy twice before 
I really noticed it Esso Extra 
we are told, is of a superlative 
quality never before available in 
this country. This is news in- 
deed! Nobody else, as far as I 
can see, has even hinted that the 
new petrol js better than the pre- 


war varieties that have been so 
fondly remembered all these 
years. Esso Extra is even better 


than those long-lamented brands 

and the fact is buried so deep, 
mentioned so casually, that five 
readers out of six will completely 


miss it! Not often will you see 
a splendid chance s0_ sadly 
muffed 


On the other hand, full marks 
to Esso for taking their courage 
in both hands and talking about 
prices. 

The campaigns are al! interest 
ing, and it will be fun to see how 
they develop. If Shell's painting 
in Picture Post of a nude model 
abandoned in her pose while the 
artist rushes out to fill up his car 
is a portent of things to come we 
shall at least be entertained even 
if we are not persuaded 
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POLICY PLATFORM—Education for Advertising —2 


What happens now, and why 


Here the examinations of the Advertising Association and the Institute are described 
and compared, Next week a plan will be outlined to merge the educational work vo! 
the two bodies and so obviate the disadvantages of dual control. 


By the Editor of “Advertiser’s Weekly” 


EFORE subjecting — the 

present system of adver- 

tising education to critical 
analysis, it iS necessary to 
describe it. Such a description 
will serve the further purpose 
of giving information — to 
readers of ADVERTISER'S 
WEFKLY who may not be 
familiar with the procedure 
for obtaining one of the recog- 
nised diplomas 

For the following outline, the 
writer gladly acknowledges his 
indebtedness to the officers of the 
Advertising Association and the 
Institute of Incorporated Practi- 
tioners, and to Mr. H. Q. 
Faichney, whose book A Guide 
to Advertising Studies can be 
commended to any intending 
student, 

The two. organisations men- 
tioned both conduct examinations 
in advertising, and their sylla- 
buses, though there are important 
differences, inevitably cover much 
common ground. 

As a matter of history, it 
should be mentioned that the first 
body to conduct examinations in 
advertising was the Incorporated 
Society of Advertisement Consul 
tants, In 1929, by which year the 
Advertising Association had pre 
pared a more comprehensive 
scheme for education in advertis 
ing, the LS.A.C. syllabus was 
merged into that of the Associa 
fon. 

The difference in purpose be- 
tween the examinations of the 
Advertising Association and the 
Institute must be explained, as it 
accounts for the duality which 
confuses many and may indeed 
he a source of weakness 

The Advertising Association 
syllabus provides the framework 
for a course of study designed to 
give the student a sound general 
knowledge of advertising theory 
and practice. The holder of an 
Advertising Association diploma 
should have proved that he has 
attained a standard of proficiency 
fitting him, when he has had the 
requisite experience, for executive 
responsibility in any branch of 
advertising 

The object of the LLP.A. sylla- 
bus is to prepare students who 
have had practical agency experi 
ence for careers within the agency 
field. ‘The examinations set a 
standard of good agency practice. 
They should be regarded as a step 
towards membership of the Insti 


tute and not solely as providing 
a certificate of competence. 
& * oa 

YANDIDATES for the Adver- 

/ tising Association examina- 
tions should have passed certain 
qualifying examinations, such as 
(to mention one of several) that 
for the General Certificate of 
Education, with, in this instance, 
passes in at least four subjects, 
of which English must be one. 
Applicants lacking one or more 
of these qualifications may, in 
exceptional cases, be accepted by 
the Association’s Education Com 
mittee, Such applicants should 
be at least 24 years old, and should 
have been continuously engaged 
in advertising for five years. 

The examinations are in two 
parts, Intermediate and Final, and 
the scheme provides, normally, 
for a four-year period of study. 
In the first two years, the Inter- 
mediate, divided into Divisions A 
and B, is taken; in the third and 
fourth years, the Final, also in 
two Divisions, C and D. It is 
possible by taking two sections in 
each of two successive years, (0 
qualify in two years, though this 
is not recommended. On passing 


Purpose of this series of four 
articles is to survey and cons- 
tructively criticise methods of 
advertising education. The first, 
published last week, discussed 
some of the problems. The third 
and fourth will suggest ways in 
which the system could be im- 
proved and its scope enlarged. 


in all four divisions, students are 
iwarded the Diploma. 

The syllabus was last revised 
in 1949, to bring the subject 
matter up to date. A more pro- 
nounced bias was given to basic 
standards of English, economics 
and psychology, and greater em- 
phasis placed on the ethical 
responsibilities of advertising 
Subjects covered for the Inter- 
mediate include advertising ad 
ministration, English, marketing, 
economies, psychology, advertise- 
ment design and preparation, 
media, reproduction; for the 
Finals, copywriting, market re- 
search, advertising law, campaign 
planning and the principles and 
practice of advertising; with 
media, reproduction and adver- 
tisement design and preparation 
at a more advanced level. 

The examinations are held in 


May each year in London and at 
a number of provincial centres. 

Courses of instruction tn pre 
paration for the examinations are 
held at a number of schools and 
colleges. The Association lists 
nine such courses in the London 
area and ten in the provinces. 
Lecturers, though appointed and 
remunerated (at the Burnham 
scale) by the education authori 
ties concerned, are in many in- 
stances nominated by the Associa- 
tion or by provincial publicity 
clubs, In most, though not all 
cases, they are practising adver 
tising specialists and technicians. 

There ts also available a corres- 
pondence course with a syllabus 
approved by the Association. The 
syllabus of a second such course 
is now under revision. Both 
courses are sponsored by privately 
owned correspondence schools. 

a“ a * 
VHE Institute has conducted 
examinations since 1929 
These are also divided into Inte: 
mediate and Final There is 
for the time being no Preliminary. 

Candidates for the intermediate 
must be at least 20 years of age; 
have had, since the age of 18, at 
least two years experience with 
a recognised agency (that is recog- 
nised by the N.P.A.. Newspaper 
Society or P.P.A.) and have 
attained “a satisfactory standard 
of general education,” the criteria 
being similar to those adopted py 
the Advertising Association, 

A candidate for the Final must 
have passed the Intermediate, be 
at least 21, and have had three 
years with a recognised agency 
On passing the Final, and pro- 
vided he is still employed by such 
an agency, he can be admitted to 
Associate Membership of the 
1L.1.P.A. Should he cease to be 
engaged in agency practice, he 
must for the time being forfeit 
this designation, and he cannot 
use the letters A.LP.A. after his 
name in connection with his busi- 
ness unless employed by an 
1L.1.P.A. member agency. 

The Intermediate examination 
is a test of technical knowledge 
comprising two three-hour papers 
on printing, design and jllustra 
tion, process engraving, media. 
copywriting, direct mail. and mail 
order advertising. The Final is 
largely a test of the candidate's 
ability to apply his technical 
knowledge to the solution of ad 
vertising problems He must 
satisfy the examiners that he is 
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capable of planning a complete 
campaign Subjects comprise 
theory of advertising, problem 
analysis, marketing and media re 
scarch. marketing, sales organisa 
tion, merchandising, demonstra- 
tions and exhibitions, campaign 
planning, financial advertising, 
laW, agency practice and organisa- 
tion. These are covered in two 
three-hour papers. A third three- 
hour paper gives specialists an 
opportunity. It may be either a 
turther general paper, or a special 
paper on either copywriting, 
design and presentation, or re- 
search. 

Examinations are held yearly 
in December in London and 
Glasgow, and, if there are suffi 
cient candidates, in other centres 
For candidates sitting in London, 
there is a viva voce. 

There are no “outside” courses 
of tuition officially recognised or 
sponsored by the Institute. 
Students study privately, or attend 
the courses mentioned above, 
based on the Advertising Associa- 
tion syllabus. The Institute does. 
however, arrange from September 
to December each year two excel- 
lent lecture courses, one for 
Intermediate students and the 
other in preparation for the Final. 
These lectures. the object of 
which is to broaden the students’ 
understanding of advertising and 
to stimulate their thinking rather 
than to impart detailed technical 
knowledge. are open at a modest 
fee to all members of agency 
staffs. The lecturers are invari- 
ably agents or specialists of the 
highest standing. 


* * * 


NY comparison between the 
syllabuses and examinations 

must take into account the diffler- 
ences in their purpose. Obviously, 
the Advertising Association exam- 
inations demand a greater feat of 
sustained endurance than those 
of the Institute. Candidates for 
the Institute Final also have the 
advantage of being able to select 
from a choice of third papers. 

Much the same degree of tech- 
nical knowledge is required for 
each Intermediate, but the Insti- 
tute Intermediate is said to con- 
stitute for candidates whose 
agency “apprenticeship” has been 
in other than production depart- 
ments a more severe ordeal than 
the Final 

Where the Institute Finals 
prove in some instances a stiffer 
test than those of the Advertising 
Association is in their emphasis 
on problem analysis and planning 
The Institute is concerned to 
establish that students possess, 
not only a sound understanding of 
advertising techniques and prin- 
ciples, but the intelligence and the 
qualities of mind that will enable 
them to apply those principles 
logically to any set of circum- 
stances. A candidate may be a 
mine of knowledge and highly 
competent as a technician yet fai! 
to Satisfy such a requirement. 

To sum up with a broad gener 
alisation, the Advertising Asso 
ciation examinations set a stan- 
dard for executants, those of the 
Institute one for the advertising 
planner and consultant. 
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BY THE THOUSAND FOR EVERY TRADE 
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AN ORDER FOR 8,000 CARDBOARD CUTOUTS 


8,000 of these attractive displays in 2 sizes were produced by 
us and Screen-printed on our new McCormick Printing Machines— 
the heads being produced by photo-litho from art work supplied 
by our clients Messrs. A. & F. Pears Ltd., who have kindly allowed 
us to reduce the above illustration. 

This display is typical of the many orders we are now executing 
for prominent National Advertisers—and their agents. 
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ADVERTISER’S WEEKLY 


we don’t 
say we’re 
the cat’s 


whiskers 


That sort of claim gets you 


nowhere. What we do say is that as a direct mail 


agency we have roots but no grass underfoot. And in 
y g 


case we've ever given you the impression we're a high 


falutin crowd that think of nothing less than ten-shot 


campaigns in six colours, let's say this: At CL we 


lavish as much care and attention on the straight- 


forward facsimile letter, list-building, addressing and 


moiling jobs as we do on those campaigns which bear 


our creative thumbprint. The fact is, now our old 


Headquarters at Publicity House is entirely devoted 


to production, we're going all out to give you a 


better than ever service for this type of work, It’s a 


point worth bearing in mind. 


Ci 


About those roots—they go back 
to 1901. Our booklet THE DIRECT 
APPROACH shows how we've 
moved with the times. It’s yours 
for the asking. 


CHADWICK-LATZ LIMITED 


Creators and Distributors of Direct Advertising 


Alexander House + Shaftesbury Avenue « wc2 + Temple Bar 2641 
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| LEGAL QUERIES ANSWERED 


You want to depict a 
bank note in an ad.— 


| 


(Q.) To what extent is it per- 
missible to reproduce a bank-note 
or a fictitious bank-note, in an 
advertisement? 

(A.) There are two aspects of 
this subject to be considered: the 
attitude of the Bank of England 
and the criminal law of the 
country. 

In the past, the Bank of 
England has taken a serious view 
of “notes” in advertisements, and 
frequently advertisers who have 
used either a note, or a part of 
a note, in an advertisement 
design, have incurred some dis- 
pleasure. Some few years ago, 
however, the Bank modified its 
policy, and let it be known that 
the officials would take no objec 
tion if it were shown that the 
reproductions were for genuine 
advertising purposes and the 
reproductions could not be passed 
off as real notes 

The attitude of the Bank of 
England, however, cannot affect 
the criminal law on the subject, 
and it is believed that Scotland 
Yard has once or twice recently 
expressed anxiety that advertisers 
should not go too far. Some time 
ago a firm of printers was fined 
in respect of some imitation £50 
notes. headed “Swank of Eng- 
land.” which were intended for 
theatrical purposes 

The latest enactment on the 
subject is the Crimina] Justice 
Act, 1925, Section 38 of which 
States: 

“If any person makes. or 
causes to be made, or uses for 
any purpose whatsoever 
any document purporting to be, 
or in any way resembling, or 
so nearly resembling as to be 
calculated to deceive, any cur- 
rency or bank note, or any 
part therefore. he shall be 
guilty of an offence against this 
section and shall be liable or 
summary conviction to a fine 
not exceeding five pounds.” 
The Court has power to order 

the document, or documents, and 
the plates. blocks. dies or other 
instruments used for printing or 
reproducing the documents which 
are in possession of the offender 
to be destroved 


Must not be 
‘likely to deceive” 


It should be noted that the 
expression “calculated to deceive” 
used in the Act means “likely to 
deceive.” 

It would seem. therefore, that 
if an advertiser is to keep within 
the law, any representation of 
notes in an advertisement must 
be such that the notes are not 
likely to deceive Presumably 
this stipulation will be interpreted 


in a reasonable manner and 


Faced with this problem, an advertiser must make sure 
that any representation of bank notes in his advertisement 
is unlikely to deceive anyone or to lend itself to abuse. 


should not be beyond the wit of 
artists to get the effort they want 


| without breaking the law. 


* * * 


(Q.) Although | obtained con- 
sent under the Town and Country 
Planning Act for the erection of 


| a poster hoarding and also ob- 


tained the permission of the 
owner of the land, I am told by 
local residents that 1 am creating 
a “nuisance.” Can they proceed 
against me? 

(A.) Nuisance is the unlawful 
interference with a person’s use 
or enjoyment of land, or of some 
right over it. If there is any real 


Our Legal Correspondent, 
a barrister who specialises in 
advertising law, answers a 
selection of queries received 
from readers. 

Readers are invited to send 
their problems which will be 
treated jn strict confidence. 

Replies will be forwarded 
by letter, without delay, to 
correspondents concerned. 

Neither the Editor nor our 
legal correspondent can accept 
any liability for the opinions 
expressed. 


interference at all, in this par- 
ticular case it is within the law, 
and it is hardly likely that the 
complainant will succeed even if 
he should appeal to the courts. 
Only if he can prove that in some 
respect the poster contractor 
has been guilty of negligence as 
well as creating a nuisance, can 
he hope to succeed, If, however, 
the alleged nuisance should be 
an interference with “ancient 
light” he will have to prove that 
he enjoyed the light for twenty 
years without any interruption. 


* * * 


(Q.) I intend to start a busi- 
ness on my account as London 
advertisement representative for 
several overseas _ publications. 
Recently | was employed in a 
similar capacity by another firm. 
Am I allowed to say in my circu- 


| lars that | used to be associated 


with that firm? 

(A.) Unless there was some- 
thing in your contract with that 
firm which stipulated that you 
should not do so. you are entitled 
to mention your former connec- 
tion. But there are at least two 


| things you must not do. You 


must not word your publicity so 
as to suggest that you are at 
present in any way associated 
with them; and you must not say 
anything which implies that they 
are no longer in business and that 
you are their successor. 
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Supplement to ADVERTISER'S Witakty, Thursday, February 12, 1953 


A special ‘“Advertiser’s Weekly” market survey of 


The Big Seven Markets 


A Salesman’s Geography of Britain’s Major Conurbations 


What is probably the most dramatic success of any 
advertising campaign since the War* was centred on 
the Greater London area this winter and advertised 
through the London evening press. 

A brochure describing the London market and its most 
economic medium has just been published. 


If you have not seen a copy, please write to 
ROY CLARK Advertisement Director 


12-22, BOUVERIE STREET, LONDON, E.C.4 


* Planned and placed by Masius & Fergusson Ltd 
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BRITAIN’'S GREATEST SALES FORCE 
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Glasgow 
Aberdeen 


Newcastle 


Sheffield 
York 
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BRITAIN’S GREATEST SALES FORCE 


1953 


Middlesbrough 
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Solution of sales managers’ big 


Lie 


oblem 


ADVERTISER'S WEEKLY 


Intensive working of the Conurbations 


cuts wasted sales effort 


UILDING up sales effort 

is a costly business. In the 
last analysis, all sales effort 
by the spoken word or the 
printed word-—-is manpower. 
Companies which have keen, 
aggressive competitors cannot 
afford to waste any of their 
sales effort. 

But there are reasons 
largely historical—-why com- 
panies which have been selling 
their products over a large part 
of the United Kingdom, for 
more than twenty years or so, 
have great difficulty in eliminat- 
ing one particular form of 
wasted sales effort. That is mis- 
directed sales effort; = mus- 
directed in the geographical 
sense. 

Sales effort is misdirected, of 
course, if its cost in a particular 
locality is greater than the profit 
which the locality can reasonably 
be expected to yield. In terms ot 
repeat-selling, branded consumet 
goods this means that sales 
effort to influence the consumer 
is misdirected and wasted when 
it is made outside the area in 
which effective distribution has 
been secured. Equally, sales effort 
to increase a retailer’s investment 
in a repeat-selling line 1s mis 
directed if his customers are out 
side the range of essential con 
sumer advertising 


This Supplement is only 
lightly stapled into the rest 
of the issue and is easily 
detachable for filing. 


One important item in a sales 
plan for this kind of product ts 
the cost and method of obtaining 
and maintaining effective distribu 
tion (.e.. persuading distributors 
to buy. show and sell) over speci 
fied areas. The related item is the 
and method of persuading 
consumers in the same specified 
areas to demand or, at the least, 
accept. 


cost 


those tWo 
closely related—in 

phical sense —wasSste 

inevitable. 

In days when 
waste was not so costly, many 
companies arrived at their areas 
of effective distribution by 


Unless items are 
the geogra 


of effort is 


this form of 


By D. R. GRIFFITHS, 


Director, Incorporated Sales Managers’ Association 


accident—-by using established 
commission agents as their repre- 
sentatives throughout the country, 
accidentally choosing some who © be intensified or slackened and 
did better than was expected of = the effects of these switches in 
them and others who did not do — policy can he watched from day 


can be calculated in advance 
within narrow limits. 
At short notice. sales effort can 
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Almost a year ago, in a Supplement 
to ADVERTISER'S WEEKLY of March 
20, 1952, the make-up of the seven 
major conurbations and the den- 
sity of population in them were 
discussed. 


Sample Tables (in two parts) have 
been published and it is now pos- 
sible to undertake a more elabor- 
ate scrutiny of the conurbations. 


On succeeding pages Brian Copland 
analyses the material made avail- 
able, and describes each conurb- 
ation in greater detail. 


In this introductory article, D. R. 
Griffiths outlines the usefulness of 
conurbations in the planning of 
marketing operations. 


Most of the work was based on the 
Preliminary Report of the 1951 
Census and on the Central Statis- 
tical Office publication, Conurb- 
ations for Statistical purposes. 


During 1952 the One Per Cent 
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so well, For quite a few comp- = to day 
anies which have progressed to asthe sales 
salaried sales force this accidental journey 
pattern, which became estab- is 
lished years ago, has persisted in 
spite of repeated efforts to bring 
the backward areas into line 

Similarly, these companies have 
arrived at their areas of greatest so 
concentration of consumer adver 
tising by accident; by the acci- 
dental overlapping of the circula- 
tions of “key” advertising media. 

By this kind of process, more 
or less accidental, many comp 
anies have become national 
idvertisers with a “national” 
distribution. The two items in 
the sales plan have been to some 
extent related of course. But the 
11m nowadays, under the impell- 
ing force of high manpower 
costs, is not merely to relate these 
iiems “to some exteni.” The aim an equally “accidental” neglect 
now 1s to relate them closely of other areas. no longer hold. 
Definitions of a close relationship 
will vary, of course, from comp 
any to company. But among all 
companies definitions are likely 
to harden with the hardening of 
competition 

On what basis can companies 
which have a “national” distribu- 
ron and sale, begin to establish 
this close relationship? The 
for most of them, is on 
the basis of the big seven con 
urpations, 


Because, in these areas, 
potential in a= day’s 
in tNERY day's journey 
high, these areas can be 
“worked By that | mean that 
they can be supervised or con- 
trolled, not merely called on. 
These areas have, in themselves, 
much of the national sales 
potential, and are the’ head- 
quarters of so many of the big 
wholesalers, that it seems reason 
able to believe that marketing 
maps of the U.K. will, more and 
more, be based on these Big 
Seven. Until now, the marketing 
maps of relatively few companies 
have been based on such areas 
as these. But the reasons which 
have allowed marketing maps to 
develop, as some of them have 
in the past, with an “accidental” 
concentration on some areas and 


Intensively worked 


Those seven big 
will tend to 
national compan 
sively worked 
them. of course, will be the areas 
which might be worked equally 
intensively or less intensively 
according to their sales potential 
and the costs of working them 
Within the conurbations density 
Here are the areas which can of distribution wil! be a “must.” 
be effectively “worked”; in which Within these areas there need be 
every sales outlet and every no misdirected. and therefore 
potential sales outlet can be wasted, sales eff no problems 
plotted and of how to make scattered cust- 

The cost of every call and of © omers profitab how to cash 
every piece of organised nursing ino on nockets” of intensive 


conurbations 
become, for all 
the inten- 

Around 


ireas 


answer 


advertising coverage. A_ close 
relationship between the two items 
in the sales plan will be estab 
lished in’ the conurbations if 
nowhere else. 

That is the tendency. 
why sales departments--and ad- 
vertising agencies, too-—are such 
diligent collectors of the kind of 
information which is so well set 
out in this marketing supplement 

I would advise all who must 
take note of the cost-factor in 
sales campaigns covering large 
areas of the United Kingdom to 
file this supplement. Before the 
year is out they will want to refer 
to it. 

Some politicians and academic 
economists confidently expect 
that, in time, companies will 
classify their sales area as 
“intensively worked” and “less 
intensively worked” and that 
prices will be lower in the more 
intensively worked areas 

Hitherto, stiffer competition in 
thickly populated areas has not 
led to reduced consumer prices 
so much as to wider consumer 
choice, Many economists believe 
that either price levelling will go 
or the price cutters will return in 
a big way. 

If, indeed, there is a prospect 
of variable consumer prices, 
according to consumer density, a 
specia) and detailed study of all 
the conurbations will be almost a 
first step in marketing 


That is 


PUT TIT) 


On other 
pages 


Getting down to details 


: Greater London 
. 


:South-East Lancashire 


PTrErett ie tee) 


= Tyneside 
iMerseyside 

West Yorkshire 

= West Midlands 
=Central Clydeside ... 
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* * 


sMaps and tables in this Sup- 
‘plement are based on Crown 
Copyright Maps published in 
=Census, 1951 Great Britain, One 
=Per Cent Sample Tables, Part Il, 
swith the permission of the Con- 
stroller, H.M. Stationery Office, 
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BRIAN COPLAND described, in a previous supplement, the areas covered 


by the Seven Major Conurbations and how they accounted for 38 per cent 


he the One Per Cent Sample 
- Tables of the Population 
Census the conurbations are 
treated as separate density 
aggregates; the other main ones 
being urban areas (outside the 
conurbations) with population 
of 100,000 or more, 50,000 to 
100,000 and less than 50,000. 
Rural areas (excluding those 
within the boundaries of the 
conurbations) form the last 
group. This separate treatment 
of the conurbations (either 
individually or as a group) has 
been maintained throughout 
the majority of the sections of 
the One Per Cent Sample 
lables. We can therefore see 
whether this important section 
of the population differs to any 
marked extent from _ the 
remainder of the country. 

It is relevant to refer here to 
some of the sample frames which 
are currently in use both for 
quota and probability samples 
The National Food Survey, whose 
latest report was noticed in the 
December 18, 1952, issue of 
Apvertiser'S Werkty, adheres 
very closely in its sampling plan 
to the density aggregation referred 
to above. The only difference is 
that the second group—-towns of 
more than 100,000 population 
outside the conurbations——has 
been divided into two, giving the 
following six groups: 


1 | Conurbations of 500,000 population 
or more 


It | Other towns of 250,000 population 
or more 

11l | Other towns of 100,000 to 250,000 

population 

1V | Other towns of 50,000 to 100,000 
population 

V | Other towns of less than 50,000 
| population 


VI | Rural areas 


The Hulton Surveys use “town 
size” divisions which cut across 
these; the first group being conur 
bations (including some whose 


of the U.K. population. More information is now available, and here he starts—- 


Getting down to details 


populations are less than 500,000) 
and all other towns of 80,000 
population or more, 

These density aggregates or 
“town size” divisions are not, or 
should not, be merely a matter of 
choice. One of the most imper- 
tant services rendered by the One 
Per Cent Sample Tables is that 
they enable us to examine the 
salient characteristics of density 
aggregates and, perhaps, to reach 
a decision as to the most mean- 
ingtul divisions. Table 1 shows 
the major divisions used in the 
surveys referred to above, 
together with the number of areas 
and people in each. It should be 
noted that in this and all subse- 
quent tables and calculations, the 
One Per Cent Sample figures are 
used. 

Of immediate interest is a 
comparison of the conurbations 
with the eight large towns whose 
populations exceed 250,000 so as 
to see whether a break at this 
place in the descending scale of 
size is really significant 

It should be remembered that 
these eight large towns are them- 
selves the centres of other conur- 
bations which have not been 
defined by the Registrar General. 
Because we are confining our 
selves to the data provided, the 
comparison cannot take into 
account the administrative areas 
which surround them. If this had 
been possible, we should no 
doubt have found a great sim: 
larity 


Age and sex 


The first section of the One 
Per Cent Sample Tables deals 
with ages and marital conditions 
If we confine our attention to 
ages and summarise the material 
in the second Table we can pro- 
duce a bird’s eye view of the 
situation (Table I). 

It is apparent from this Table 
that the age structure inside the 
conurbations js slightly different 
from that in the other aggregates 
in that there appear to be pro- 
portionately fewer male children 
and more men beyond the work- 
ing age (65 or over). Conversely, 


there are proportionately fewer 
women over 65 in the conurba- 
tions than elsewhere In all 
areas there are more women than 
men—to the tune of approx- 
mately 47-8 per cent men to 
53-2 per cent women—except in 
the rural areas where the sexes 
are almost exactly equally 
balanced. So far as age is con 
cerned there js a significant differ 
ence between the conurbations 
and the eight large towns (Table 


Ila) 
Occupations 


The slight preponderance of 
males (aged 15 and over) in the 
conurbations, prompts an investi- 
gation of their activities. This 
subject can be treated from three 
points of view: What is their 
status—employer, manager, Oper 
ative? What industries are they 
engaged in? And what exactly de 
they do? Sections II and III of 
the One Per Cent Sample Tables 
supply the answer Table Ill 
presents a summary of the “status 
aggregates” for Great Britain as 
a whole, for the conurbations 
and for the remainder of Great 
Britain 

Sufficient differences exist to 
assure us that the conurbations 
require separate treatment if 
occupational status is used as a 
quota determinant. It is interest- 
ing to note that while employers 
are less frequently encountered, 
managers of all three categories 
are concentrated in the conurba 
tions. Generally there are pro- 
portionately fewer unoccupied 
and retired men, more out of 
work and fewer again who are 
working on their own account 
None of this is unexpected 
except perhaps the relatively low 
figure for employers who, 
although they may be associated 


I—CONURBATIONS AND 


with activities inside the conurba- 
tions, doubtless prefer to live 
outside. 

When we come to look at the 
eight large towns separately 
(Table Illa) we can see some 
significant differences in the 
patterns. Managers of al! types 
are proportionately fewer 
(especially those in the upper 
grades) and the proportion of 
lower status operatives rises 
correspondingly. 

There is another way of look- 
ing at employment within the 
conurbations. According to the 
One Per Cent Sample Tables the 
adult male population — inside 
ihese seven industrial and com- 
mercial areas, represents 38 per 
cent of the adult male population 
of Great Britain. But the conur- 
bations contain 47 per cent of all 
the managers in Great Britain, 
27 per cent of the employers, 
44 per cent of the senior opera- 
tives and, for what it is worth, 
S2 per cent of all the women 
operatives. The tables covering 
the occupation orders and sub- 
orders show that 48 per cent of 
the “administrators, directors and 
managers” are to be found in 
the conurbations along with 44 
per cent of those concerned with 
finance and insurance. Men 
acting in a professional and tech- 
nical capacity (excluding clerical 
staff) are also concentrated in the 
conurbations to the tune of 
43 per cent of the total. These 
figures not only tell us where 
people of this type are most 
likely to be found; they also indi- 
cate that these conurbations are 
based on regional capitals which 
can offer to their populations 
services which are in many res- 
pects comparable to that pro 
vided by London itself. 

It is worthwhile, in this 
connection, separating Greater 


Major conurbations 
Other towns of 250,000 and over 
” ” yy 250,000-100,000 
” »» 100,000-80,000 


OTHER LARGE CENTRES 


No. of areas Population 


7 18,670,0 
s 2845,4 
26 3,777,2 
13 1,110,6 


Il—SEX AND AGE DISTRIBUTION 


Other urban areas with populanon of 
| Conurbations — a _— Rural areas 
100,000 50.000 ro Under 
or more 100.000 50,000 
Males Females Males | Females Males | Females Males Females Males | Females 
22-2 22:6 242 | 21-0 244 20-4 24-2 | 20-1 23°3 29°7 
12-4 128 26 | 184 12-6 13-1 12:5 26 16-2 12-8 
15°] 5 150 14.0 ha 13-9 14:3 13-6 13-9 13-5 
18.9 wo 15-2 47 15.2 mo 15-6 14:7 14-7 14-4 
243 245 23-7 250 | 23:1 24-3 23-6 25:1 21-8 240 
65 and over 10-1 10:7 0-2 12-2 O68 13-4 0-8 12-9 10-1 12-¢ 


la—SEX AND AGE DISTRI- 
BUTION IN EIGHT LARGE 


TOWNS 
- - 
Males Females 
Age 

O-14 | 24-8 21-5 
15-25 12-5 13-2 
25-34 15:5 144 
35-44 15°3 144 
45-64 23-0 24-0 
65 and over ao 11-6 
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III—STATUS AGGREGATES 


| Great Britain 


Conurbations | Remainder of G.B. 
Men (aged 15 and over): | No. | | No %,| Ne 20 
Employers ‘ 405.9 | 2-3 108,5 | 16) 297,4 27 
Managers: a 167,90 | OW 84,5 1-3 82,5 07 
b 368,9 2-1 161,6 24 207,3 i 
c ‘ ‘ 101,2 06 53,2 On 45,0 o4 
Operatives I and II | 1,299,7 7-3 56x, 3 aD 731,4 | 66 
> Ill, IV, V 12,106,0 7-9 | 4,615,3 68-8 | 7,490,7 6r4 
Working on own account | NA7,4 5-0 64,0 +o 622,5 6 
Out of work $26,1 ; 18 126,58 20 189,3 17 
Unoccupied and retired. 2,155,1 21 716,0 10°7 1,439,1 13-0 
Total | 17,817,3 1000 = 6,709,1 100-0 | 11,108,2 100-0 
| } j 
a ~ General managers, directors, etc 
b = Managers of branch or primary departments. 
c = Managers of office or subsidiary departments. 
IV—SOCIAL CLASS DISTRIBUTION 
Social Class 
Index 
1 Wu Wm a V 
Weighting factors , 40 +7 0 6 8 
oy " op 0 | 
Great Britain to 14s 2-5 6-4 13-0 | 0 
Conurbations : 6 146 ae | 126 44 |) +19 
Eight largetowns .. 27 iby 6 151 14-7 “4 
i 
Illa—STATUS AGGREGATES § Class.” This is simply a grading 


IN EIGHT LARGE TOWNS 


No. » * 
Men (aged 15 and over): 
Employers .. 15,1 15 
Managers Ris 5,5 05 
Bass 14,0 10 
Gin , 7,1 07 
Operative I and II 70,6 69 
III, 1V, V 720.6 71-8 
Working on own 
account ... 37,1 | 3-7 
Out of work 19,2 iv 
Unoccupied and re- 
tired : 113,0 11 
1,016,2 | 100-0 


Total | 


1Va—BREAKDOWN OF 
SOCIAL CLASS DISTRIBU- 
TION 


Total Males 
(aged 15 and | Index 


over) 
Greater London... | 2,906,0 a2 
West Midlands . 74,0 | i4 
West Yorkshire ... | 593,0 } +11 
S.E. Lancs. ; 850,2 | —16 
ones 7 mg : 455,6 }; —so 
Tyn 206,9 73 
Sy “Clydeside 597,3 61 


London from the other conurba- 
tions, in order to see whether the 
preponderance of managerial and 
professional types is due solely 
to the inclusion of the national! 
capital in the conurbation group. 
If this is done, it will be found 
that while the remaining six have 
an adult population which is 
about 20 per cent of the whole, 
they can be credited with 23 per 
cent of the managers, 19 per cent 
of senior operatives, 23 per cent 
of “administrators, directors and 
managers” and 21 per cent pro- 
fessional and technical men, 28 
per cent of women operatives are 
also to be found within their 
boundaries. A similar procedure 
shows that the eight large towns, 
with 7 per cent of the total adult 
population, have only 5 per cent 
of managers, 5 per cent of senior 
operatives and 6 per cent of 
“administrators, directors and 
managers.” 

Arising out of the occupational 
classification is a further break- 
down by what is called “Social 


of occupation according to social 
class. All the areas we have been 
discussing can be graded accord- 
ing to social class provided that 
we adopt a system of weighting 
which will produce an index. I 
am indebted to Mr. L. Sewell, of 
Theatre Publicity Ltd., for some 
suggestions on the subject and 
Table IV is based on a sysiem of 
weighting which, as will be seen, 
reduces the national figure to 0. 

It will be seen that the conurba- 
tions are well above average with 
an index of +19, while the eight 
large towns are well below with 

44. Some indication of the 
range is necessary for proper ap- 
preciation of the situation and in 
Table IVa figures are given for 
each of the conurbations separ- 
ately, 't is obvious that Greater 
London with 45 per cent of the 
adult males in the conurbations 
and the high index figure of +92 
is responsible for the positive 
index of the conurbations as a 
whole. Without this, the provin- 
cial conurbations fall to —43 
(almost exactly the same as the 
eight large towns), It would be 
unwise to attach too much impor 
tance to this index: its main pur- 
pose here is to reveal a wide 
divergence between individual 
members of the conurbations 
group and to show that in this 
respect the eight large towns 
seem to be very similar to them. 


Households 


It remains now to examine the 
household situation in the conur- 
bations and to see how, if at all, 
these areas differ from the 
remainder of the country—and 
from the eight large towns—in 
respect of household size. inci- 
dence of children and, as a tie 
up with occupation, the number 
of earners per houseHold. This 
last feature of household life is, 
of course, very important for any 
assessment of household earnings 
and it is worth considering 
whether the “raw” social class 
index, mentioned above, should 
be modified by some function of 
the number of earners per house- 
hold. This might bring us con- 
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households. It is worth noting 
here that the “institutional” popu- 
lation—people who are not living 
in private households, form about 
4-9 per cent of the total popula- 
tion of Great Britain and only 
3-8 per cent of the conurbations 
population, This is not surprising 
when We sce that the two largest 
types of institution are: “Hotels, 
boarding houses, permanent holi- 
day camps, etc., with less than 
10 rooms” and “defence establish- 
ments including naval ships and 
service hospitals.” Between them 
these account for about 44 per 
cent of the “institutional” popula- 
tion and one would expect most 
of these establishments, by their 
nature, to be situated outside the 
major centres of population. 
Households with more than 
one earner are also commoner in 
the conurbations as can be seen 
from Table VI. Although the 
single earner household is the 
commonest in Great Britain there 
are nearly as many with 2 or more 
earners in the conurbations. This, 
as has been mentioned above, is 
bound to have a_ considerable 
effect on the total earnings of 
households in the different areas 


v ve D SIZES 
Great Conurba- | or aed | Hie large 
Britain | tions rs Gc towns 
No. of households bas for 14,481,5 | 5,719,4 | 5,762,1 | NOt, 2 
Household size (per % | , | 4 D 
1 10-7 14 100 10 
2-3 52-5 | 12-8 52:2 he 
1-5 25-7 | 27-4 20-2 | 20 
6-7 | 64 | io Os 65 
& 4 | 1:7 } 16 1s 5 


vi 


WAGE EARNERS PER HOUSEHOLD 


No. of Households 


Households with 
No earner 
1 % 
2 earners 


% or more carners 


Great Conurba- Remainder Fight large 
Britain tions of COB towns 
14,481,500 5,719,400 4,762,100 850,200 
14.0 12°3 16-2 12's 
“0 aa 451 mt 
26.3 200 245 276 
12-8 } 13-8 12 


S. FAR we have considered the conurbations as a 
homogeneous group. But we can go a good deal 
further. The second part of the One Per Cent Sample 
Tables divides each conurbation into a number of 
Divisions and Sub-divisions and provides significant 
data about most, if not all of them. The make-up of 
the conurbations was decided by the Sub-Committee 
on Tabulations in conjunction with local authorities 
and the divisions and sub-divisions have been arrived 
at in much the same way. This means, of course, that 
there may be differences in classification and we can- 
not expect, for example, that division | will always 
mean the same thing in every conurbation. The most 
satisfactory way of treating this mass of data which is 
contained in Supplementary Tables and maps, is to 


take each conurbation in turn and discuss it. 


This 


we shall do, starting with Greater London on the 


next page. 
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Greater London 
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‘Newer suburban districts’ held half 
population of the largest Conurbation 
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WORLD'S RECORD EVEN ING NET SALE 


DOMINATING 
BRITAIN'S 


No. I 


MARKET 


SURREY 


HAMPSHIRE 
SUSSEX 


DORSET 


Your swiftest, most economical means of 
reaching this populous and responsive 
section of Britain . . . WITH UNIQUE 
CONCENTRATION ON py LONDON 


Evening Aews 


ASSOCIATED NEWSPAPERS LIMITED, NORTHCLIFFE HOUSE, LONDON, E.C.4. 
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Greater London—continued 


Unique ‘Hampstead type division has high 
social class index 


Vil—GREATER LONDON 


Population | | 
. on pica . P = | Priv | p, 
HIS, the largest of the high density, old residential, in- AREA | Adal? | tt, oe 
seven conurbations, has dustrial and dockside area” are | Total |— —————— Children holds | house- 
been split up into six major unequal in size and in character. | Males Females | hold 
divisions. Basically these are The largest of these (INA) extends Total ... | 8,344,100 1,020,900 | 3,591,700 | 1,731,500 | 2,647,900 
; , north of the river as far as the I | 920,100 109,000 | 132,900 38,200 | 96,200 | 
concentric circles of progres-  joundary between West and East 
P stte whe . . 312.7 “i 558! | 271,: | 3: 
sively newer and better-class Ham. Next in order of size is le eo 453,100 | 556,200 | $71,908 | so ies J 
developments. IIB, which is entirely south of the IIB | 457,900 150,400 | 195,800 | 111,700 | 160,200 | 
The population in each of these river and the smallest, which has Inc | 174,200 60,500 | 95,800 | 21,900 65,600 
major divisions and in the sixteen by far the highest Social Class I 1,775,900 | 647,100 | 757,100 371,700 | 589,400} 2-91 
sub-divisionsisshownin Table VII. Index figure in the whole conur- ITA | °579,000 205,000 | 244,700 | 126,300 | 195,100 | 2-37 
The largest, it will be seen, is bation, lies to the west. It con- 72 | a ee | : | ores | 3 ~ 
. 7 artic » > | 294,800 06, | 13,88 o4, 2-090 
division V, the Newer Residential sists of practically the whole of IilD | 599,000 220,900 | 119,100 | 201,400 | 2-84 
and Industrial Suburban Districts, Chelsea and Kensington and the oe . | a ee 
which contains almost exactly remaining: small part of the € ity IV 170,500 7,400 24,400 62,500 2:50 
half “ the ers of — of Westminster. Vv } 14524000 | | 881,800 | caneie | 3:14 
conurbation, part from. the e VA | 412,00 | 240,500 | 539,500 | 3-24 
unique division 1V, Hampstead Dense residential ve | eeaap | amanes | sacaee 1582700 | 4-4 
Type, where there are only some VD | 270,500 | 312,900 | 154,900 | 227,300 | 3-10 
170,000 people, the Metropolitan areas VE | 1,241,700 446,100 | 551,100! 2443500 | 304,000 | 3-04 
Commercial and Administrative a ; vI 582,400 | 15,300 | 242,000 | 144,100} 165,100 | 3-23 
Centre, with -a population of Division Ill the “Dense Resi- VIA | 99.100 14.300 | 41,000 | 23,800 | 27,400 | 3-36 
280,000 is the smallest. Table VII dential Areas: mainly pre-1914” VIB | 113,700 1,700 45,400 | 29,600 | 33,100 | 3-40 
also gives the adult and child has a low social class index as a VIC | 338,300 | 111,800 | 144,100 | = 82,400 96,600 | 3°26 
4 VID 31,300 11,500 11,500 8,300 8,000 | 3-75 
population in each of these divi- whole and the four sub-divisions al | | 
sions and sub-divisions, the num- do not show very much variation. 


*All yer 15. 
ber of households and, an impor- The largest from the point of soapit latin 
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= =, You can sell 
here... 


Regent Street, one of London’s 
most popular central shopping 
centres, caters not only for 
the hordes of workers all over 
the central area of London 
but also for people who make 
special journeys from the 
fringes of the conurbation. 


tant sociological fact, the number 
of persons per household. 

The average household size in 
the whole conurbation is just 
over 3, but variations between 
divisions are considerable. The 
smallest households are found in 
what we shall see is one of the 
areas of high social class, namely 
the Hampstead area where the 
average is 24 persons, With this 
exception, the further one gets 
out from the centre the larger 
the families. In the small divi- 
sion known as the Outer Rural- 
Residential Fringe, the household 


view of population, is HID, which 
extends westward along the north 
bank of the Thames to include 
parts of Ealing, but this is closely 
followed by sub-division ILIA, 
which extends up the Lea Valley 
through Tottenham as far as the 
southern boundary of Enfield. 
Division V is the largest of them 
all and over half of its popula- 
tion is concentrated in the two 
western and southern § sub-divi- 
sions. These extend westward 
and southward as far as the 
boundaries of the conurbation 
itself. 


High density of 
is one 
of the great advan- 
tages of selling in 
a conurbation, but 
few places 
achieve the rate of 


can 


. . and you can sell here 


Petticoat Lane — 
Very high up in the scale of  gamous East Lon- 
social class is the south-easterly gon market-—on a 


size rises to 3-3. 


The central 
areas 


Division I consists of the City 
of London, the adjacent parts of 
Finsbury and Holborn, almost 
the whole of the City of West- 
minster and parts of St. Maryle- 
bone and Paddington. The three 
parts of division If described as 


part of the “outer rural residen- 
tial fringe.” This comprises the 
whole of Orpington, parts of 
Chislehurst and Sidcup, and 
Bromley, Croydon and Coulsdon 
and Purley. Its population repre- 
sents about 58 per cent of this 
division, the remainder being con- 
centrated in three other sub- 
divisions around the edge of the 
conurbation, 


Sunday morning, 
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‘Crescent of industrial towns’ adds a 
fifth division to the 
largest provincial conurbation 


E. Lancashire, the largest 

* provincial conurbation (its 
population is 2,421,000) has 
five major divisions. It shares 
this distinction with Central 
Clydeside, but the reason for 
this large number of divisions 


sion even though, as a glance at 
the map will show, they are 
separated by a belt of “middle 
aged” residential development 
(sub-division IIA). 

The real reason for the fifth 
division of S.E. Lancashire is to 
be found in the “crescent of in- 


Vill—S.E. LANCASHIRE 


normal 


central 


is not the same. 

Clydeside’s 
divided into two; one part being 
the riverside wards of Clydebank 
and Glasgow, the other is the 
industrial and we have in S.E. 
fairly typical 
bation structure. 

Table viii 


central 
commercial area. S.E. Lancashire, 
on the other 

districts 
and Stockport as one major divi- 


Hyde. 


hand, treats the 
of Manchester 


dustrial towns” to the north and 
central area is east. There are five sub-divisions 
here, one each for Bolton, Bury, 
Rochdale, Oldham and Ashton; 
Apart from this crescent 
Lancashire 
provincial conur- 


provides the basic 
population details for the divi- 


F 
ry ' 
ial / 
nr 
e: 
+ § A 
a 5, 
. ae 
.; 
¢ 
is. 
y fe 
yen 
pee b 
1a 
r ul 
rr IV 
Ys v 
ae 
em 


1. Little Lever U.D. 4. Failsworth U.D. 
2. Prestwich M.B. 
3, Lees U.D. 


Division and sub-division boundaries, 
1 Commercial and industrial centres; 
housing. 

Mainly residential areas: pre-1914. 
Static residential areas: post-1914, 
Expanding newer residential areas. 
Crescent of industrial towns. 


S. Droylsden U.D. 


old high-density 


7. Ashton Under Lyne M.B. 
8&8. Dukinfield M.B. 
6. Audenshaw U.D. 9. Alderley Edge U.D. 


- 
| Population | | 

- Private | Persons 
AREA | Adults* | house- per 
Total | Children holds house- 

| Males Females | hold 

Total ... | 2,421,000 874,200 | 1,019,900 526,900 764,700 | 3-07 
I 415,700 | 149,400 | 165,400 | 100,500 | 130,600 | 3-08 
IA &,S00 4,100 2,800 | 1,900 2,300 | 3:17 
IB 214,000 75,700 85,900 51,400 66,600 3-11 
IC 126,700 44,000 45,900 | $2,900 $9,300 | 3:10 
ID 67,200 24,700 28,200 | 14,300 22,400 | 2:96 

| 

ll 271,800 06,300 113,800 , 61,200 | 82,300! 3-17 
WA | 44,000 | 27,900 36,300 | 19,700 25,600 | 3°24 
1B 187,400 68,400 77,500 | 41,500 56,700 | 3:14 
Ill 614,200 | 180,300 219,800 114,100 158,600 | 3:15 
IIA 212,700 | 76,000 05,400 42,300 67,000 | 3-11 
IIIB | 300,500 | 104,300 124,400 71,800 91,600 | 3:18 
IV 417,500 152,700 177,900 86,900 129,100 | 3-12 
IVA 162,200 60,400 69,400 32,400 300 | B11 
IVB 159,000 65,900 67,900 | 34,200 | 48,400 | 3:13 
IVC 96,300 | 35,400 40,600 | 20,300 30,400 | 3-13 

Vv 802,300 | 205,500 342,600 164,200 264,100 | 2-06 
VA 243,200 | = 85,700 104,300 53,200 78,900 | 3-02 
VB 93,100 | $5,200 9,400 18,500 30,900 | 2-04 
VC 145,700 | 4,600 63,400 27,700 48,700 | 2-88 
VD 185,700 | 69,700 77,400 38,600 61,600 | 2-93 
VE 134,600 | 50,300 8,100 26,200 44,000 | 2-99 


*All persons over 15. 


sions and sub-divisions. Apart 
from division V, with a popula- 
tion of 802,000, the largest single 
block is division I]l—the static 
residential areas: post 1914—all 
of which lies to the south of Man- 
chester. Its two sub-divisions have 
by far the highest social class 
index figures in the whole conur- 
bation. The inner of these two 
areas, which is described as fully 
developed, comprises the southern 
halves of Urmston and Stretford 
(the latter borough incidentally, 
has an extremely high social class 
index figure) and a strip of Man- 
chester itself. The other, less 
developed sub-division has a 
lower social class index figure, 
but this is probably due to the 
inclusion in it of the urban 
districts of Bredbury and 
Romiley, Marple and parts of 
Stockport. The boroughs of Sale 
and Altringham and the urban 
districts of Wilmslow’ and 
Alderley Edge, are known to be 
high in the scale. 

It is interesting to note that the 
other large residential area— 
division IV—is described as “ex- 
panding newer residential” even 
though geographically speaking 
expansion here is limited by the 
crescent of industrial towns. This 
division contains over 400,000 
people and it is clear that the ex- 
pansion is of a nature that has 
resulted in a lower social class 
index. There is a considerable 


difference between the three sub- 
divisions, that in the north, con- 
sisting of the northern parts of 
Manchester, the whole of the 
borough of Middleton and parts 
of Whitefield being considerably 
higher than the others. 

In general it is worth noting 
that the social class index for the 
whole of this conurbation is 
higher than that of any of the 

Continued on page xii 


“More shops 


There are in the north west 
approximately 175 shops per 
10,000 population; this is a figure 
well above the average for 
Great Britain and greatly in 
excess of anything encountered 
in other regions. The next near- 
est is the remainder of the 
London and south eastern region 
(outside Greater London) with 
155°4. Its nearest provincial 
neighbour—the East and West 
Ridings of Yorkshire—has 155°1. 

This was revealed by work in 
connection with the census of 
distribution. 

Can it be that the presence of 
two conurbations in the area Is 
responsible for this high rate of 
retail activity? 
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in the country's 


SECOND LARGEST MARKET 


MANCHESTER EVENING NEWS 


elaims to distribute 


MORE COPIES THAN ANY 


OTHER DAILY NEWSPAPER 


— MORNING OR EVENING 


— NATIONAL OR PROVINCIAL 
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South-East 


Lancashire 
Continued from page x 


other provincial conurbations. 
This is expected as one might 
have imagined that the West 
Midlands was, in general, a more 
prosperous area. (Attention is 
drawn to this point in order that 
the limitations of this simple 
social class index should be fully 
appreciated, Obviously the spend- 
ing power in an area will depend. 
not only on the index figure, but 
also on the wage level of the 
various occupations which have 
been classified by social class. It 
may well be that the 14 per cent 
of adult males whose occupation 
places them in social class II in 
S.E. Lancashire, have average 
earnings which are lower than 
those of the i2 per cent in social 
class Il in the West Midlands. It 
should not be imagined that our 
use of this index is anything but 
experimental; it would, of course, 
be extremely helpful if the simple 
index, calculated from Census 
data, were to provide us with all! 
that we needed to know about the 
social spending and income level 
of the population in a given area, 
but much more work must be 
done before We can place any 
great reliance on this index.) 


Tyneside 


Fepruary 12, 1953 


Newcastle forms core of typical 


river valley | A 


TIYHE Tyneside conurbation 
the smallest of them all 
is typical of small _ river 
valley development. There is 
only one large town, New- 
castle, the centre of which 
forms the whole of division I. 
The population here is very 
smal! (gust over 8,000) and the 
social class index of this division 
is the lowest encountered in any 
of the conurbations. Surrounded 
by urban areas which are some- 
what generously described as 
“newer residential areas; holiday 
centres and rural mining villages” 
(division II), there are two main 
areas of intermediate develop- 
ment. Division Il, with a popu- 
lation of 407,000, consists first of 
the immediate environs of New- 
castle north of the river and 
parts of Gateshead, Wickham 
and Felling to the south. Between 
them these two divisions (IIA 
and IC) contain 278,000 people 
There is a considerable differ- 
ence in social class index between 
the two sides of the river; New- 
Continued on page xiv 
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Division and sub-division boundaries 
1 Commercial and administrative centre 
Il Main industrial, and older residential areas 
Ill Newer residential areas, holiday centres, mining villages. 


CIRCULATION AREA 


BOLTON EVENING NEWS 
LANCS JOURNAL SERIES 


In the area tinted red there are 100,000 houses. The BOLTON 
EVENING NEWS enters over 83,000 of them, Newsagents 
delivering the copies to the homes daily. 


In the red and white areas combined there are approximately 
120,000 houses. The LANCASHIRE JOURNAL SERIES of six 


weekly newspapers has a circulation of over 85,000 copies in 
this combined area. 


These six weekly papers are kept and read carefully by all 
members of the household. They are truly family newspapers 
with immense pulling power. 


By using the BOLTON EVENING NEWS and LANCASHIRE 
JOURNAL SERIES you are assured of a blanket coverage of 
Bolton and District which is unobtainable by any other news- 
paper or group of newspapers in the area. 


RATE 21 - per s.c.i. both DAILY & WEEKLIES 


TILLOTSONS NEWSPAPERS LTD. 


MEALHOUSE LANE 6, ARLINGTON STREET 
BOLTON, LANCS. LONDON, S.W.1 
Telephone: Bolton 1993 Telephone: GRO 5220 
Advert. Manager: Wm. Sheppard London Manager: C. A. Miles 
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Wherever 


the people 


are, 


there 


you will 


find the 


THOMSON-LENG 
PUBLICATIONS 


LONDON OFFICE: 186 FLEET ST., E.C.4 
Phone Chancery 5086 
Printing Works at Manchester, Glasgow & Dundee 


ADVERTISER'S WEEKLY 


» 


The Sunday Post 

The Week'y News 

People’s Journal 

Dundee Courier and Advertiser 
Dundee Evening Telegraph 
Sporting Post 


WOMEN'S PAPERS 


People’s Friend 
Red Letter 
Weekly Welcome 
Red Star Weekly 
My Weekly 
Family Star 
Secrets 


BOYS’ PAPERS 


Adventure 
Rover 
Wizard 
Hotspur 


etc. 
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Merseyside 


sides of 


; 3 
: . 3 
i Tyneside } 

: 
Continued from page xii ; 
castle’s surroundings have a 


much higher figure in general. 
Further down towards and at the 
river's mouth, where sub-divisions 
IIB and HID (total population 
178,000) are located, the situation 
is reversed, for the inner areas 
of Wallsend and Tynemouth are 
much lower in the social class 
index scale than Hebburn, Jarrow 
and South Shields. This is prob- 
ably due to the influence of 
South Shields itself, which is one 
of the holiday centres referred to 
in the definition of division HI. 


One third of 
the total 


Sub-division ILIA, which com- 
prises the whole of the remainder 
of the conurbation north of the 
river, has the highest social class 
index in this part of the world 
Its population of 285,000 repre 
sents just over a third of the total 
and it is no doubt this sub- 
division that brings Tyneside 
above Merseyside and Clydeside 
in the social class index scale. 
Once again the south of the river 
seems to be generally lower in the 
scale; sub-division IIIB, consist- 
ing of the greater part of Wick- 
ham, closely resembles’ IIC 
(Gateshead) in this respect. 


XI 


-TYNESIDE 


High concentration of population in central 
areas on both 


the river 


N contrast to West York- 

shire the Merseyside conur- 
bation is highiy concentrated, 
particularly in respect of its 
central areas. 


Three central 
areas 


These are three in number: IA 

Liverpool and Bootle, IB— 
Birkenhead and Wallasey, and 
IC—Ellesmere Port. These sub- 
divisions are all small, their com- 
bined population being 252,000, 
or about 18 per cent of the whole 
conurbation. In this division we 
register the second lowest social 
class index of any of the conur- 
bations and, as one might expect, 
the Liverpool/Bootle area is the 
worst part. The Cheshire side 
runs it pretty close, but the newer 
industrial area up the river, the 
urban district of Ellesmere Port, 
appears to be considerably better 
off. 


High social index 
of N. Wallasey 


Division Il, consisting of the 
“static residentia! areas: pre 
1914” (the same as division II in 
the S.E. Lancashire conurbation) 
is not particularly high in the 
social class index scale, but sub- 
division I1[D—the most northerly 
part of Wallasey—-does some 


Continued on page xvi 
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XI—MERSEYSIDE 


| 
Private | Persons 
AREA Adults* | house- | per 
Total Children | holds house- 
Males Females | hold 
Total . 1,382,400 471, 300 | 552,600 358,500 380,500 344 


86,400 


] 
| "opulation | 
| pccennen: teen —<—$—$—->_ ————«| J yipare | Persons 

AREA | Adults* house- per 
Total -——— ————— — _ Children holds | house- 
| Males | Females | hold 

| | | 
Total 835,200 | 304,900 336,200 | 195,100 | 248,800 | 3-27 
I 8,100 3,400 | 8,600 | 1,100 | 3,400 | 2:26 

} 
it 407,400 148,300 | 163,400 95,700 | 124,700 | $21 

| 
IA 180,400 | 64,300 76,000 40,100 56,600 a4 
IIB 40,200 | 15,900 14,000 0.400 12,100 | 3:17 
We 97,000 | 35,400 | 86,800 25,700 28,500 3.46 
1b 88,000 $2,700 | 35,700 20,500 27,700 | 3:18 
' 

tr 419,700 153,200 168,200 96,300 120,700 8-40 
IIIA 284,800 101,000 | 115,000 7,000 | 82,200 3-41 
IIB 12,200 | 6,100 | 8,600 2.500 | 8,000 | 3:37 
Wc 122,700 45,300 | 48,700 28,700 | 35,500 | 3:40 


*All persons over 15. 


Il | 684,600 | 232,400 | 283,500 168,700 | 196,100 | 3-37 
ITA | 192,900 | 61,800 74,100 57,000 52,900 3-56 
IB | 03,800 | 32,3 34,900 21,600 | 27,5 3-20 
1c 262,500 01,900 111,000 | 59,900 | 74,600 | 3-40 
Ib 57,800 | 19,100 26,700 | 12,000 18,000 | 2-03 
IE | 77,300 | 27,300 $1,800 18,200 22,200 | 3°38 
i | 445,700 | 152,500 | 177,100 | 116,100 | 120,200 3-57 
HIA | 143,600 50,400 57,400 35,400 | 36,000 | 3-84 
IIIB 154,700 | 50,600 60,300 47,800 42,500 | 3-64 
IC | 96,900 | 34,600 39,600 22,700 27,600 | 3-25 
HID} 46,500 16,500 19,800 10,200 13,200 | 3:42 
| } 
*All persons over 15. 
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I Dockside and commercial centre. 
Il Static residential areas: pre-1914. 
Ill Expanding newer residential and industrial areas. 
1. Litherland U.D 2. Huyton-with-Roby U.D. 
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MERSEYSIDE 


one of the 7 conurbations 
of the 1951 census 


The most significant single factor in selling to Merseyside, and 
beyond, is the ‘Liverpool Echo.’ With the largest circulation 
of any provincial evening newspaper, it covers this denscly- 
populated area with a degree of concentration which no 


IHE LIVERPOOI!I DAILY POST AND ECHO LIMITED marketing plan can neglect. 
Heap Orrice 46-58 Vicrorta Street, Liverroot t. Terernone Centrar 8400 on : 
Lonpon Orrice: Mersey House, 132-4 Freet Srreet, Lonpon, E.C.4. Ter. Centrar 7656 of 10 miles from the city centre, 


BIRKEN HEAD “‘Conurbations ”’ 
or ““SPADES” ? 
N EWS G R 0 U P Calling a ‘‘spade’’ a “*spade"’ is supposed to 


be a British trait, and it is probably easier 
to sell a spade by calling it a ‘‘spade’’ than 
by re-naming it an ‘‘excavator’’. 


76°, of its sale is within a radius 


Covers the Wirral Peninsula 


We prefer the older and more descriptive 


FLAT RATE words: “‘areas of dense populations" to the 


modern, very collective and plural noun: 


12 Ss **Conurbations’’. 


But whether you are interested in ‘‘Conur- 
s.c. inch bations’’ or ‘‘Spades’’ we, at Lee & 
Nightingale, will understand your language 


and will prove ourselves versatile in service 
as Advertising Agents ... why not contact us? 


A.B.C. Weekly Net Sale & 


Head Office : London Office : |GHTI 
62/68 CHESTER STREET DAVID L. CLACKSON } LEE & N . NGALE (Advertising) LTD 


BIRKENHEAD 80 FLEET STREET NORTH HOUSE, NORTH JOHN ST. LIVERPOOL 
Telephone : Telephone : 
Birkenhead 1570 CENtral 2626 
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Merseyside—continued 

New residential and industrial areas boost 
social 
class 

index 


XVi Fepruary 12, 1953 


thing to relieve the picture. The 
five sub-divisions together contain 
some 685,000 people, about half 
of the total population in this 
conurbation, 


More outlying 
areas 


Division Ill, the “expanding 
newer residential and industrial 
areas,” comprises the remainder 
of the Wirral and the more out 
lying suburban areas of Liver 
pool including Crosby and Hyton 


ss with Roby. The 446,000 people 

i here contribute a socia! class in 
ro yy which is higher pes pont At Langton Dock, Liverpool, a floating crane loads a railway carriage aboard a 
Pa thing encountered in West steamer. Keeping British goods flowing to world markets keeps many people on 
Agee Yorkshire, but nevertheless fail Merseyside profitably employed. Efforts are, however, being made to create a more 
ms to redeem the whole conurbation diverse industrial pattern to ensure for the area greater stability of income, to take 
, ae from the lowest place jn the some of the eggs and put them into a second basket. 
m. social class index scale. 
i: 9 
=" 
t . 
5 Brighter prospects on Merseyside! 
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The Sones Express LIVERPOOL = 


Eas 
gives COLOUR to —_ advertising a Steg 


HALF-PAGE 


: The Evening Express Liverpool in COLOU R 
: gives your advertising big-space 


punch plus dynamic colour attention- Fa 50 


value. There is no better space buy than 


this colour half-page at £150. (Black and white £120) 


READ BY 


92,375 


FAMILIES 
in Merseyside, Lancashire, Cheshire, N.Wales 


EVENING EXPRESS LIVERPOOL VICTORIA STREET LIVERPOOL 1 
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( LANCASHIRE CONUBATIONS 


if you want to sell to Lan- 
cashire put your message 
on its Bus 


[hey dominate the Shop- 
ping Centres—They serve the 
lownsman, the Housewife 
and the Rural Community. 


heir flexibility is unrivalled 


olor 


add to their appeal. 


For concentrated cover and effective, economical, distribution in the 
areas of greatest density in Lancashire, 


W.H. SMITH & SON 
offer space on the Fleets of, 


ter Corporation | 


Lancashire | 


(linking principal Towns in the mid-Lancashire area) 


3,200 Double Deck ’Buses—Carrying 1, 100,000,000 Passengers 
Per Annum. 


W.H. SMITH & SON LTD 


Outdoor Advertising Contractors 


HEAD OFFICE: STRAND HOUSE, PORTUGAL SIRIEE 1, LONDON, W.C.2 


LIVERPOOL AREA 
(Manager: Mr. A. V. Faux) 
41 North John Street 
Liverpool! 2 

Tet: Liverpool! Central 7479 


MANCHESTER AREA 

Vanager’ Mr. H.R. Hummel) 
Paatine Howse, 76 Victoria Street 
Manchester 

1 Manchester Blackfriars 449° 
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West Yorkshire 
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Two river valleys are keys to the 


frourtH in population size, 
the West Yorkshire conur- 
bation is second in acreage, 
being exceeded in this respect 
only by Greater London. Divi- 
sion I, the “industrial, commer- 
cial and older _ residential 
districts of larger towns” is 
divided into two parts which 
are named according to the 
two major river valleys with 
which they are associated. 
Sub-division IA (Aire Valley) 
consists of the central areas of 
Leeds, Bradford, Shipley and 
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older industrial areas 


Keighley. Together these four 
account for about 310,000 people. 

Sub-division IB (Calder Valley) 
is also in four very much smaller 
parts; the centres of Halifax, 
Huddersfield and Wakefield, and 
as one continuous strip the 
centres of the boroughs of Batley 
and Dewsbury. In this second 
sub-division there are nearly 
90,000 people. 

As might be expected, these 
central areas have the lowest 
social class index in the whole 
conurbation. It will be remem- 


- A Y aging ~ 
COLNE vance “7 ot 1S vo x 


> 


- 
p pL otmny Oat 
/ e od ve 


4 
4 ser) a 
merece 
? ve Senay \ pee te 
{ 7 
i) PR 


if omen 08 


bered, of course, that the Census, 
and hence the index, is concerned 
with the places where people live 
and in consequence the office and 
shop property in the centres of 
the towns, which has a high 
rateable value, is disregarded, 
When we come to consider 
division I]—the “transitional areas 
of mixed development: smaller 
towns” we find the same frag- 
mentary state of affairs. There 
are in this division still two sub- 
divisions only—Aire and Calder 
—the first of which is separated 
into seven parts; four of these are 
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Division boundaries and sub-division boundaries 
1 Industrial, commercial and older residential districts of 


larger towns 


Il Transitional areas of mixed development: smaller towns 
Ill Suburban fringes of larger towns 


IV Rural-residential districts and smaller industrial centres 


1. Queensbury & Shelf U.D 
2. Heckmondwike U.D. 


3. Horbury U.D. 


Sy mommanton ud CASTLEFORD UO 


“Yorkshire Evening News" photo 


Concentration of buyers is the 

sales manager's dream. In_ the 

conurbations this dream comes 

true! This scene is in Briggate, 
eds. 


closely associated with the towns 
in division TA, but the other three 
represent the more densely popu- 
lated parts of three separate 
urban districts. The Calder sub- 
division (IIB) consists of two 
large areas, the first joining 
Bradford to Halifax and Hudders- 
field and the second surrounding 
the Batley/Dewsbury area and 
linking these up with Leeds in 
the north, A small part of Wake- 
field is also included in sub- 
division IIB. This is by far the 
largest division from the point 
of view of population as it con- 
tains 667,000 people, or about 
39 per cent of the total popula- 
tion of the conurbation. It has 
an unexpectedly high social class 
index; the Aire Valley sub-divi- 
sion is chiefly responsible. 


Suburban fringe 


To the north and east of 
Bradford and Leeds is the sub- 
urban fringe comprising over 90 
per cent of division IIL. There is 
also a small patch to the south 
and west of Wakefield. This 
latter is treated separately as 
sub-division IIIB and contains a 
population of only 32,000. The 
Continued on page xxii 
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Major Market * 


LEEDS CB 


WEST YORKSHIRE 


——richest provincial market 
and one of the seven major 
population groups in the 
country — occupies about 
one-fifth of the principal 
area of circulation of 
The Yorkshire Post and 
The Yorkshire Evening Post. 


THE YORKSHIRE POST 
THE YORKSHIRE EVENING POST 


Members A.B.C. 


THE YORKSHIRE CONSERVATIVE NEWSPAPER COC TO. LEEDS J TEL 32701 
LONDON OFFICE: 171, FLEET STREET, EC 4. TELEPHONE: CENTRAL 9693 
MANCHESTER OFFICE: 5, CROSS STREET. TELEPHONE. BLACKFRIARS 0867 
DONCASTER OFFICE: SCOT LANE. TELEPHONE: 400) 
BRADFORD OFFICE: BROADWAY HOUSE. TELEPHONE: 21571 
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West Midlands 
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Only three divisions—and two contain 
the bulk of the population 


OPULATION of the West = split up into eight small areas stretches from Birmingham in the 
Midlands conurbation whose populations range from south-east to Wolverhampton in 


arm stretching out in a south 
westerly direction down as far as 


(2,236,700) is divided into three S°™me 258,000 (IIB) to 31,400 the north-west, with a projecting Continued on page xxii 
groups (see Table IX) the third (HE), ‘The three largest sub-divi- ' ° 

f which—th make eueidiem, cele A, B and C, are contained IX—WEST MIDLANDS 
of wnie © newer residen within the boundaries of the 
pono contains only County Borough of Birmingham Population | ot x 

’ people. and together make up about 68 aaa - | jvate | Persons 

Although this outer fringe is per cent of its population. Next ona oe a ao Children | rors an. 
small as far as population is con- in importance are four sub-divi- Males | Females | | | hold 
cerned, it is sub-divided into three — sions with ypulations between ees IE eee ae . : ae er 
widely separated areas. First in 90,000 and 100000 These almost we... |e) Oe ee) ee ee) ee 
size and in social class index by completely surround the cluster I 441,600 131,000 | 349,500 | 209,100 | 256,800 | 3-29 
a long way is sub-division HIA — of urban areas lying to the north- IA 354,000 136,100 13,400 83,500 | 101,400 | 3-18 
consisting simply of the urban west of Birmingham. Fs ee | Seaee| oneal) aus | eae | eae 
districts of Solihull and Sutton Most of division I] has a fairly ID 141,500 0,600 57,400 | 33,500} 41,300 | 3-34 
Coldfield. Sub-division JNB high social class index with the IE 18,400 $9,000 $7,000 26,900 | 26,800 | 3-68 


scattered down the western side exception of sub-division IIH 


: . Bag . 
K,2 20,2 61, ‘ 328, f 
of the conurbation, 1s made up < (the majority of Walsall) and IID ” IA | 501900 0.00 100,000 731100 Fo 100 | 540 
fettenhall urban district, an (the greater part of Oldbury). It IIB 257,500 "1,900 | 104,200 | 62,7 73,500 | 3-44 
parts of Sedgley and Stourbridge, is hard to see why these latter He aye 36100 | 39°400 23°00 26,200 3 6x 
while sub-division HIIC consists boroughs have not been entirely IE $1,400 11,000} 11,7 5.700 “9,200 | 3-33 
of the whole of the urban district included in division 1 where, of IF |  9%,100 — 38,600 | 23,300 | 27,400 | 3-49 
of Aldridge and the northern tip course, the social class index is ee Sr sn0 eon | set00| seveo| spose] ate 
of Walsall. generally much lower. 
Moving inwards we find that Ihe five central areas of divi- Il | 178,900 61,700 71,300 | 45,900 52,900 | 3°30 
52 per cent of the people in the — sion I form a continuous belt of 6 50,400 sired e500 | — Paae | ois 
conurbation live in division Il industrial and commercial devel- IC | 31,400 10,500 | 12,300 | 8,300 8,600 | 3-48 
the “transitional residential areas opment intermingled with older | 
of varying age.” This division is residential property which *All persons over 15. 


The Walsall Observer 


has one of the 


LARGEST WEEKLY WEWSPAPER CIRCULATIONS 
IN THE WEST MIDLANDS CONURBATION 


concentrated in an area of 75 square miles centred on Walsall 


CERTIFIED NET SALE 


JULY to DECEMBER, 1952 


MEMBER OF A.B.C. 4. x 3 5 2 es, COPIES PER ISSUE 


@An ideal medium for Test Campaigns with ‘Saturation’’ coverage 
of the Walsall area. 


12/6 per single column inch 


3.44. per |,000 copies sold 


FULL PARTICULARS FROM 
S. F. RICHARDS, Advertisement Manager, Bridge Street, Walsall. Telephone Walsall 2/37 
P. MOON, London Representative, 134 Fleet Street, London. Telephone Central 39/3 
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BUSINESS 


* Diagram hased on population of selected Mid- 
tand towns; Birmingham approximately, one 


million, one hundred thousand 


Birmingham, Britain’s second city, is the recog- i 

nised capital of a vast, varied and consistently The Bi rmingham Post 
prosperous industrial area. : oe 
Its very compactness makes it an ideal region 

for the space buyer—for a pilot campaign or as 


part of a national or regional scheme. Gh Bi 73 NUE IN; il 
These three papers give unsurpassed coverage; c nid vem sum u 
The Birmingham Post—one of the few great : 

provincial morning newspapers—for influence 

and authority; The Birmingham Mail with an Birmingham 

unrivalled mass circulation, the Birmingham W kl P 1 
Weekly Post for intimate family readership. ee y OS 


Birmingham can mean business for you. 


38 New Street, Birmingham, 2 London Office: 88 Fleet Street, P.C.4 


Branches at Blackheath, Bromsgrov entry. Dudley Kidderminster. Leamingtor I jc Tamworth, Walsall and Wolverhampton 
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West Midlands—continued 


Two central divisions contain the bulk of the 
population 


Continued from page xx 


Stourbridge in Worcestershire if 


Ihe largest of these sub-divisions 

consists solely of the central part Me 
of Birmingham with a population 
of approximately 358,000. ‘The 
whole of Rowley Regis and Tip 5 >) 
ton, together with parts of (iy fe: 
Dudley, Brierley Hill, Halesowen a % 
and Stourbridge together form } 

the second largest sub-division 

(IC). Its population js just about 
half that of central Birmingham en 
Sub-division ID is associated with lietaee 
Wolverhampton and embraces al! M4 

of Bilston and parts of Cosley, sc'soon mo Sh 
while IE is similarly connected ‘ 
with Walsall Finally, the 

majority of Smethwick and parts 

of West Bromwich and Oldbury 

(sub-division IB) link these out 

lying areas with Birmingham 

The centre of Birmingham has 

the lowest social class index in 

the conurbation, followed by 

Walsall and district; while it is 

interesting to note that sub 

division IB-—the Smethwick and 

West Bromwich area—has a 

higher social class index than 

sub-division HID, which is adja 

cent to it 


ee 


PET TENHALL 
nua J 


‘ 
( ; ame 


MER DEN #0 


KIDDERMINSTER RO 


Division and sub-division boundaries: 
FR I Main industrial and commercial centres; older 
, residential districts. 
Il Transitional residential areas of varying age. re we eee 
tl New residential fringe. ag 


BROMSGROVE AO 


MILES 


2 0 2 4 6 a 
= 


Wes t Yor ks h I r @—Continued from page xviii 


social class index of the division shire. The generally high social rather to a generally high index 
is high, but still less than half class index for the West York- throughout the whole area 

that of the southern residential shire conurbation as a whole is Finally, we have in West York 

area (division HI) of S.E. Lanca not due to any one division, but shire a division which embraces 

at , aw) : “rural-residential districts and 

X—WEST YORKSHIRE small industrial centres.” It con 

tains about 242,000 people and 

= — —_———— _ Private | Persons a similar type of conurbation 

Adults* | house- per fringe is to be found in Tyneside 


panela danceneial Children | holds house and Central Clydeside. A sum- 
Males Females | hold 


Population 


Total 


Pn, Ue eeie: Rese mary of the population and num- 
354,700 549,400 | 2-09 ber of households for West York 
shire will be foun n Ta 
390,400] 138,900 . 84,200 124.700 |: poner ony + d in Table X 
t10,400 109,200 ( 60,400 07,500 | 
80,100 24,700 ) 14,800 27.900 | 


1,602,500 800,400 


666,800 244,000 289,400 133,500 | 223,500 
207,400 108,500 131,500 57,300 | 100,100 
00,500 135,400 157,900 76,200 123,400 


308,600 | 140,400 188,400 84,800 24,500 ao ' 4 
11,500 125,400 156,700 races sik'eee New Street, Birmingham, at 
42,100 12,000 17 §,400 9,300 3-24 | the centre of the second largest 

241,500 86,200 5100 52,200 76,700 5 toe ial conurbation, attracts 
52,500 20,900 04 16,100 27,600 | 24 shoppers from many miles 
41,000 13,000 oO 8.900 12,800 | | around 

118,000 | 42,400 A 27,200 36,300 | 


earrr 


7 Sirmingham Gazette and Evening Despatch photo 
All persons over |. 
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FAC TS ly the thewand ! 


enernne 


ALL ABOUT THE AREA SERVED 
BY THE EXPRESS AND STAR 


” 
STAFFORD 


SHROPSHIRE ") STAFFORDSHIRE 


SHREWSBURY e ‘ CANNOCK 


WELLINGTON Fy @ LICHFIELD 
. 


The area is the Black Country and ial WOLVERHAMPTON 
Shropshire. It extends for 800 a 

square miles into Staffordshire BILSTON . 
towns renowned for their industrial WEDNESBURY 
efficiency and into important agri- BRIDGNORTH OUOLEY 

cultural districts of Shropshire. In OLD WILL 


Pg 
this compact and thickly populated ene tae . 
t 


e 
WALSALL 


area, the Express and Star with 


branch offices in ten centres, cir- — 
ffi The purpose of this modest {little publication is to present in simple 


culates over 184,000 copies each straightforward form, all the information available, or obtainable, about 
day. The flat rate of 35- per the area served by the Express and Star—the 800 square miles’ of the 
Black Country and Shropshire. 

It contains thousands of up-to-date facts, neatly tabulated under headings, 
dealing with the diverse industries, retail outlets, populations, local habits, 
evening newspaper. circulation analysis etc. 


EXPRESS sx STAR 


HEAD OFFICE WOLVERHAMPTON 


single column inch is the best 


value offered by any provincial 


REPRESENTED IN LONDON BY C. P. R. CRANE, 44-45 FLEET STREET, F.C.4, TELEPHONE: CENtral 6820 
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Central Clydeside 


AMV 


conurbation have 


LIHOUGH this conurba 
4 tion is last on our list it 
Stands fourth in order of size, 
its 1,758,000 inhabitants plac- 
ing it just above West York 
shire (1,692,000) Unlike the 
english conurbations it) con 
tains “rural” as well as urban 
areas and the districts” ol 
“landward” areas which con 
tain the “industrial towns and 
mining villages” (division V) 
correspond to the urban dis 
tricts which cluster around 
towns like Newcastle and those 
of the West Riding. 


Ihe central area is divided into 


two division TP consists of “cen 
tral industrial, commercial and 
dense tenement areas” and I ot 
Clydebank and Glasgow river 


wards The central division 
is uvain sub-divided and the social 


side 


Twao orstacr 


a 


) 
, 
F . 
- 
wt [. { 
of Parser Bumen | 


yf Saar “ 


fount 
ostmct 


CT ce ee cd 


oisTmcT 


class index figures differ very 
considerably 
Ihe remainder of the City 

some 588,000 people, or almost 
exactly a third of the conurba 
tion's total population is con 
tained in division Ill Parts of 
this area, IIIB and WHE in par 
ticular, display very high social 


class index figures \ somewhat 


similar pattern was encountered 
in Birmingham, where the parts 
of division IE inside the City 
boundary also showed up well 
However, certain parts of divi 
sion HI in) Glasgow are very 

much lower down the scale 

R . . 
eminiscent of 
r 

W. Yorkshire 
Development outside the City 
reminds, to some extent, of West 
Yorkshire, Division IV in Cen 


westten 


"Oo 3 OrsTacT 


eemT LC OCM 
orsrmct 


wont OFS TRC 


‘Rural areas included in Scotland’s 
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high social level 


* wake TON 


¢ 


BURGH 
Y 
Le 
FOutt. sre 
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Division and sub-division boundaries: 


HW Clydebank and Glasgow riverside wards. 


Hl Rest of City a 


ily residential of varying age. 


IV) Expanding residential suburbs. 


Published by the Propr 
February 12 


V Industrial towns and 


mining villages. 


BUSINESS PUBLICATIONS, Ltd at the 


Printed in England by Staples Printers L 
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REA Adults* house per 

1 Children hold house 

Male hemale hold 
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Central industrial, commercial and dense tenement areas. 


tral Clydeside “expanding 
dential suburbs’ 
division HL in West 
“suburban tringes of larger 
towns.” lydeside’s division V ts 
comparable to the “rural residen 
tial districts and smaller industrial 
centres.” The differences in social 
index are, however, much 
ureater in Central lydeside 
Where division Vo as a whole its 
unusually high As division it 
stunds second only to Crreater 
London's division IN 


Not divided by 
the Census 


Division TV is actually in three 
parts, although it has not been 
sub-divided by the Census auth 
orities. The two largest parts con 
sist of the Ninth Dzistrict of 
Lanark in the north and the First 
District of Renfrew. together with 
the vreater part of the Fifth 
District of Lanark in the south 
In tine north-west there is a 
smatle fea consisting of the 
New Kileets ch district of Dun 
burton and the Burgh of Miln 
FAN IG 


resi 
corresponds to 


Yorkshire 


! 
class 


There are 
division V 


populations 


nine separate burghs 
and their combined 
mount to 349.900 
some L68.000 people 
surrounding villages Or 
sub-divisions, VB close 
the east. 
iss Index 
the city 


This leaves 
1 the 
the 


three 
© Glasgow on 
resembles in 
th 


1 
HWS sOClal Cle 


lw adjacent area, of 


rcolf 
SCil 
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END OF THE 
SUPPLEMENT 
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*% Bus advertising on the 
widespread B.E.T. Federation 
network should have PRIORITY 
on every schedule —for these 
reasons. 


You get TRIPLE-COVERAGE 
B.E.T. bus advertising is carried into 
the densely populated industrial areas 
of Britain — Tyneside, Lancashire, 
Yorkshire, the Midlands and South 
Wales . . . plus the urban areas . . 
plus the country areas. 


You get IMPACT 
at point-of-sale 
The B.E.T. bus advertisement is often 
the last advertisement seen by the 


* coming to town ' shopper before he 
or she BUYS. 


“mobile 


You get CONCENTRATION 
in the right places 


The volume of B.E.T. bus advertising 

is automatically adjusted to the size Sui ort 
of its audience. Where the popu- 

lation is concentrated there is a 

greater number of buses. 


You get FLEXIBILITY 

The cost of B.E.T. bus advertising is 
LOW and there is no waste circu- 
lation, making it an effective medium 
for both large and small advertisers, 


BUS ADVERTISING 


Gets around to Millions 


The Advertising Department 


The B.E.T. FEDERATION LTD ~- Stratton House ~- Piccadilly London - W.I - Tel: Mayfair 8886 
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HAVE YOU SINISTER DESIGNS? 


) Confess — you would rather like to liquidate a 
few clients, wouldn’t you ? Nag about costs, 
don’t they ? Well, give ’em Celotex ! That’s 
right — use Celotex Industrial Hardboard (we'll 
tell you why in just one moment) in all your 
designs and everyone will be happy. Celotex 
can be used over and over again. You can have 
it bent, nailed, screwed, stuck, hack — pardon, 
sawn, just like wood. Decoration is perfectly 
quick and straightforward. Use Celotex for 
partitions, walls, counters, doors, display panels, 
cut-outs everything ! Available in economic 
easy-to-handle sizes—-4’ 0” wide and up to §' 0” 
in length. And just look at the price— 


28s. Od. per 100 square feet 


CELOTEX 
eA INDUSTRIAL HARDBOARD 


J 


Write or ’phone the Industrial Sales 
Department for further details and samples 


MADE IN ENGLAND BY CELOTEX LIMITED 


NORTH CIRCULAR ROAD, STONEBRIDGE PARK, N.W.10 TELEPHONE: ELGAR §717 
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Print Review 


The printers who couldn’t 


recognise silk screen 


By BRIAN HILTON 


An anniversary book which uses both letterpress and litho; 
a booklet which uses Garamond on art paper; a stationery 


manufacturer's catalogue; a Doulton pottery book . . . 


TOI many people would 

bother to use both letter- 
press and litho to print 1,000 
copies of a small book so that 
both text and pictures could be 
reproduced to the best advan- 
tage. 

W. J. Webster, Lid., did just 
that for the printing of thei 
story to mark their centenary. 
But then Websters are printers’ 
finishers and were not in the least 
nervous about using two printers 
on the one job, since the printers 
are their customers 

The book ts printed on cream 
Basingwerk Parchment, on which 
the 12 pt. Perpetua printed 
letterpress looks precisely right. 
This paper is, perhaps, not so 
easy to handle on offset machines 
as it tends to fluff, but it has 
given to a collection of photo 
graphs, some of them very old 
portraits, a soft quality which ts 
satisfactory and probably a good 
deal more pleasant than letter- 
press half tones could have been 
either on this paper or on coated 
stock. 

Laymen who find it difficult to 
distinguish between different kinds 
of printing can take _ heart; 
printers sometimes cannot. tell 
either At Websters’ centenary 
luncheon, | sat with an offset 
printer on my left and a letter- 
press printer on my right. The 
menu had been reproduced from 


tH) FAMous 


HUMBER HAWK ce ase 


On tee 


these are some of the jobs which Brian Hilton reviews here. 


a calligraphic original with a 
couple of quotations in small 
Perpetua italics. The offset printer 
said it had been printed letter- 
press, and the letterpress printer 
was sure it was an offset job. 

Both were wrong; it had been 
printed silkscreen with a lot of 
varnish in the ink. It was amus- 
ing to watch printers holding it 
up to the light, running their 
fingers over it and spying at it 
through a screen-counting glass 
until the silk-screen printer down 
the table solved the mystery for 
them. 

” * * 


SOMETIMES, when the details of 
pictures must be crystal clear, a 
coated paper is essential, Such 
a case was the booklet published 
by The Marconi International 
Marine Communication Co., Ltd., 
to tell boys and their fathers 
about the profession of marine 
radio officers. But if you must 
use art paper don't put Garamond 
on it, as has been done in this 
otherwise excellent brochure. 

Garamond has a spidery look 
and an uneven “colour” on 
coated stock; it should only be 
used On soft antique papers on 
which it thickens, and for this it 
was originally designed. 

The pictures in the Marconi 
book have been handled with a 
boldness and imagination that 


4 spread from “the lushest British car book I have seen since before 


the 


war.” 
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Front cover of the E.D.A. book- 
let which is the latest punch in the 


shadow-boxing contest between 
Gas and Electricity 


puts over the drama of the sea- 
faring story most effectively. 


* col * 


THe New brochure about the 
Humber Hawk is the _ lushest 
British car booklet I have seen 
since before the war, It is of 
handsome size—I14 in. x 84 in. 

and the cover is in a distinctive 
dark sage green die-stamped in 
white and gold. It looks like the 
book of a fine car, and is going 
to make some of Rootes’ com- 
petitors revive their ideas of what 
kind of print is due to the man 
who is being asked to lay out 
more than a thousand pounds on 
a car. 

Not that this book lives wholly 
up to its promise. All the 16 
inside pages carry colour pictures 
of the car and_ construction 
details. The language of the text 
is the conventional car booklet 
stuff—plenty of adjectives, bold 
claims, but not by any means all 
the hard facts most buyers want. 
It is a curious thing, but when 
a man wants facts and figures 
about a car—any car—before he 
can decide to buy it he usually 
has to get the appropriate road 
test report from one of the con- 
sumer motoring journals. 

Anyhow, as a printing job this 
is first-class. Personally, I like 
the Bodoni Bold on art paper, 
and the Cornivus italics used for 
headlines, though they may not 
be everybody's taste. Adams 
Bros. & Shardlow Ltd. were the 
printers. 


x % 


SPICERS’ NEW book of station- 
ery is a prince among catalogues. 
It has been produced with the 
conviction that Spicers’ stationery 
is the best and must therefore 
have the best ambassador. Size 
is demy quarto trimmed. Covers 
are stiff and covered with a saxe- 
blue leather grained cloth, printed 
white 

Inside pages combine the eleg- 
ance of Perpetua Bold for head- 
ings With plenty of white around 
them (all clegant faces need air), 
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and the utilitarianism of Times 
for text. This is a combination 
hard to beat. If in doubt you 
can always fall back on it con- 
fident that unless it is grossly 
mishandled you cannot go wrong. 

Illustrations are squared-up 
photographs of groups of pro- 
ducts. which look so much better 
than odd blocks scattered about 
the page. It is important, how- 
ever, that the reader shall be able 
readily to identify each item in a 
group. 

* * * 


Ir REALLY is most entertaining 
to watch the Gas Council] and 
the British Electrical Develop- 
ment Association shadow boxing. 
While the Ministry of Fuel ban 
on direct sales promotion remains 
both organisations have to con- 
tent themselves with giving 
“advice.” 

It is now BEDA'S turn, and 
they have produced a booklet on 
electric kitchen planning. Not 
many women would be able to 
carry out al] the recommenda- 
tions, since they cannot play with 
their kitchens as if they were 
arranging a stand at the Ideal 
Home Exhibition. Nevertheless. 
the book is extremely interesting, 
and does contain a lot of practical 
tips which can be put into prac- 
tice in old houses. 

Use of art paper for text pages 
has been avoided—and Bembo 
looks well on the antique stock. 
Pictures are printed on art paper, 
pages trimmed two inches nar- 
rower than the text pages. I see 
no virtue in this trick. Beyond 
each edge of a picture page is the 
confusion of short lines of text 
and line diagrams on the page 
behind. 

~ * * 


Ir SHOULD not, of course, be 
necessary for manufacturers to 
have to sell the idea of co- 
operation to the retailers of their 
wares. But it is; and so long as 
it is the presentation to retailers 
of free stereo services has to be 
as good as the consumer adver- 
tising. 

One firm that makes sure is 
Berlei, whose folders distributed 
to the trade advising them of 
advertising schemes and showing 
them the ads. available as 
stereos, are extremely well done. 
In a series before me now the 
ads. are reproduced full size on 
a surrounding background of 
slate-blue--an elegant arrange- 
ment. 


* ¥ - 


IF you want to see a really 
fine prestige book get Roval 
Doulton Potteries. which is No. 
7 in the series “Ceramics in Art 
and Industry.” published by 
Doultons. Its demy quarto size 
is dignified. and its typography in 
Perpetua Bold for headings and 
Times for text is sound. But its 
pictures are magnificent. The 
monochromes are impressive 
enough, but the twelve pages of 
brilliant colour plates are superb. 

Only One criticism. The thin 
hoard covers dog-ear easily: a 
stouter board would be well 
worth while on a hook that is 
hought (at Ss.) to last 


TING 


(like a falcon) 


On the other hand plenty of effort has gone into the 


continuing increase in the net sales of “ The Field” as 


can be seen from the soaring results on the graph. 
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A.B.C. CIRCULATION (January-June) 


Sky’s the limit. A 200%, inerease in ten years, and the 
JULY DECEMBER A.B.C. net that the 
circulation to rise steadily. It is now 31,360 
(This does not include the Centenary- 
Christmas number which sold 47,344 copies). 


sales show 
CONICS 


copies per week 


Advertise in “The Field”’ and reach a prosperous market. 


Ga tn touch with 


MICHAEL RUVIGNY (Advertisement Manager) 


THE FIELD 


THE HARMSWORTH PRESS LTO., 8 STRATTON ST... LONDON, W.1 


Tel. GRO 3592 
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| 
URGENTLY 
| WANTED 


Your 


SCRAP METALS 


ELECTROS - STEREOS 
ZINCOS - HALF TONE 
COPPER - BRASS 


PLEASE SEND or LET US COLLECT 
BEST PRICES PAID 
IMMEDIATE CASH SETTLEMENTS 


HARRISON’S 


METAL SMELTERS AND REFINERS TO THE PRINTING AND 
ALLIED TRADES FOR OVER FIFTY YEARS 
E. J. HARRISON LTD. 
FOUNDRY - MILL GREEN ROAD - MITCHAM 


Telephone : Mitcham 2231-186!-4054 Telegrams: Destroying, Mitcham 


CATHOLIC HERALD 
GROUP 


A.B.C. CERTIFICATE 


July/December 1952 


104,412 


nearly 100°. increase since 1940—the 
highest A.B.C, figure yet issued 


The CATHOLIC HERALD GROUP 
comes into the category of 


SPECIALISED MEDIA 
with a 
| NATIONAL APPEAL 


CORONATION NUMBER MAY 29 
CHRISTMAS NUMBER NOV. 27 


Copies, brochure, rates and available dates will be 
supplied ut pplication to: 

Miss C. M. B. McCann, Advertisement Manager 

THE NEW CATHOLIC HERALD LTD. 

67 Fleet St., London, E.C.4. Tel: CEN 1959 
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SIX BOOKS ON PRINTING FOR THE 


AD. MAN’S BOOK SHELF 


‘Penrose’ introduces a 


new type face 


The Penrose Annual edited by 
R. B. Fishenden (Lund Humphries, Ws) 

The fascination of Penrose lies, 
perhaps, in its many-sided ap 
proach to modern printing. It 
seems as though the editor, in his 
search for material to interest the 
more artistic printer and print 
buyer, goes off in all directions 
and returns with a little of this 
and a little of that-—-just enough 
of each subject to whet the appe 
tite but never quite enough to 
satisfy. 

This year’s Penrose has been 
chosen as the vehicle for the first 
public appearance of a type face 
that was certain of success even 
before the punches were cut 
“Monotype Times Book.” This is 
a more open face than the world- 
famous Times New Roman; it 
has more generous descenders, 
and reads well in wide measures 
without leading. The text of the 
1953 Penrose is printed in “Times 
Book.’ 

Another new face introduced 
to readers is Linotype & Machi 
nery’s ‘Pilgrim,’ designed by the 
late Eric Gill; it will be of in 
terest to typographers seeking an 
alternative to Perpetua 

All advertising production men 
should read “The Pencil Draws 
a Vicious Circle,’ in’ which 
Beatrice Warde points out the 
danger of allowing partly-trained 
iayout men to send to the printer 
instructions that are impossible to 
carry out—-such as “set in 18 pt 
Small Caps.” Of course, ro lay 
out man will identify himself with 
the perpetrator of such a typo 
graphical howler, but he can have 
4 quiet chuckle over the mistakes 
of “the other fellows.” Mrs 
Warde warns, quite rightly, of 
the consequences that must follow 
our giving detailed instructions to 
the printer and barring him from 
having any say in advertisement 
design The printer must never 
be regarded as a mere manufac 
turer, working to detailed specifi- 
cations. 

“Art v. Advertising--A Sum- 
ming-up,” by Milner Gray and 
James de Holden Stone, had the 
makings of a really good article, 
but the partners have hidden their 
message inside an involved 
literary style that makes it diffi- 
cult to separate the sense from 
the nonsense. Later, writing solo 
Mr. Stone gives us some “Aspects 
of Present-Day Photography’ 
that are well worth studying 

James Shand, himself a letter 
press printer of no mean repute, 
writes on “Texture in Halftone 
on Uncoated Paper’; C. i 
Bacon discusses the “Scope of 
Scraperboard”: Christian Barman 
traces “The Return of Illustra- 


tion”; H. M. Cartwright com- 
pares “Methods of Colour 
Correction”; a little of this and 
a little of that, before we come 
to what I have often thought to 
be (with respect) the most enjoy- 
able features of every Penrose 
the illustrations and the adver- 
tisements. In the former our 
leading designers, engravers and 
printers submit with pride some 
of their best work, while the ad- 
vertisements are almost an educa- 
tional course in themselves. 

Penrose contains 21. general 
articles and 21 technical articles, 
beside a wealth of colourful 
descriptive and exemplifying 
illustrations. Insets are strongly 
guarded and the whole book ‘s 
bound in weighty boards and 
green Sundour cloth. John 
Denison-Hunt was _ responsible 
for design and topography. 
G.H.W. 


Specimens by: 
TILLOTSONS . . . 


Tillotsons Type Specimen Book (Tillet 
sons (Bolton) Lid., 21s.) 

This is an attractive, well con- 
ceived book, especially useful to 
one who wants opportunity for 
ample direct comparisons between 
the nine main body types that 
are shown. It is notable for its 
exhaustive yet straightforward 
and clearly laid out examples. 

By including only his main, full 
ranges the printer has been able 
to present full aiphabets and ex- 
tensive examples of identical text 
and tabular matter. The reader 
can thus see the full effect of a 
certain type and size in direct 
comparison with another, 

The exclusion of odd faces, 
which all printers collect and so 
few will consign to the melting 
pot, is a most welcome act of 
self-denial. The short section 
devoted to the house style is a 
model for clarity and good sense. 
A straightforward table showing 
for each point size the type avail- 
able in sizes and how set (hand or 
machine) is a service that the 
printers’ customer would like to 
see more often. 

The book was planned and 
designed by Stuart F. Hayes. and 
is itself an example of fine book 
production. 


...- GEE & WATSON 


The Gee and Watson Type 
Range approaches the problem of 
presenting its types in a com- 
pletely different way from Tillot- 
sons. 

As advertisement type setters. 
the firm’s range of types is, of 
course, infinitely greater than that 
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held by any general printing 
house. The need was, therefore, 
for an accurate catalogue of what 
they were able to offer advertisers 
and agents. 

So they have set. for each face 
in their range, one complete 
alphabet (caps, lower case, figures, 
etc.) and indicated the sizes avail- 
able. 

Types are presented alphabetic 
aily in five categories: Traditional! 
and modern faces; Egyptian faces; 
sans serifs; scripts and rondes; 
and body faces. There is also a 
section on rules and borders 

The foreword justifies this 
arrangement: “We appreciate 
that, strictly speaking, the faces 
divide into a greater number of 
groupings, but we felt that the 
broader divisions would make 
quick reference simpler and 
decided therefore to risk the 
criticism on this point which the 
more erudite typographer may 
raise . 

We are also told: “In spite of 
our wish to satisfy the typo 
grapher’s every need, and to dis 
play a specimen of every size of 
every face, demand tempted us to 
Start work on a limited utilitarian 
production.” They add that “the 
more comprehensive production 
we would like to provide” would 
have to await the time when 
several compositors could be 


Ornaments (Chiswick Press Ltd) 

Chiswick Press Ltd.—now 
owned by Eyre & Spottiswoode 
Ltd.—have been famous for its 
decorative material since Mary 
Byfield and others produced for 
them a large number of wood 
engravings as book decorations. 

Over 400 of these ornaments 
are illustrated in this little volume 
together with a selection of the 
press marks 

here will be great temptation 

to cut these pages The layout 
man is therefore offered pulls of 
all the ornaments—on gummed 
paper if desired! 


Use of stereos 
and electros 


Stereotypinge and Electrotyping, by L. I 
Newel (Ser tsaa Pitman ud S 
Lid. 6s. 6d.) 

If a gap exists in the knowledge 
of the average advertising produc 
tion man it probably les in the 
field of duplication by Stereotyp 
ing and electrotyping. The gap 
can now be closed with Pitman’s 
latest volume in their series on 
printing theory and practice 

Stereotyping and Electrotyping 
has many commendable feature 
not the least of which is its brevity 
The editor does not make the 
common mistake of including lots 
of highly instruction 
which is of no value to any one 
but the operator. who alread 
knows all about it, being a skilled 
craftsman. 

This elimination of non-essen 
tials makes the relevant portions 
of the text easy to find—and 
worth looking for. 

For example, the reader is told 


technica 


why he should not place type 
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matter close to blocks in a forme 
to be duplicated; why he should 
avoid sending blocks with under- 
cut dots to the Stereotyper or 
electrotyper; why nickel-faced 
stereos last longer; why high 
quads must be used in formes to 
ye wax-moulded; and so on. 

The better understanding of 
duplicating procedure which must 
result from a reading of this book 
will cure many headaches in both 
production department and print- 
ng shop.—G.H.W. 


. 
Viscellaneous 

Ys = «6omeous”~=6~Printing Processes, by 
YY. = jerton (Pitman, 6s.) 

Anc ter volume in the same 
series published by  Pitman’s 
covering printiag theory and prac- 
tice, deals with ten printing 
processes which fall under the 
heading of miscellaneous. 

Perhaps the most important 
from the ad. man’s point of view 
s that of silk sereen printing. 

Other subjects covered include 
nechanical overlays, foil print- 
ng, embossing and die stamping, 
the Letouzey method of letter- 
press printing, and the use of 
plastic printing plates.—P.J.E. 


REST OF THE 
NEW BOOKS 


A hundred years 
of ‘The Field’ 


The Field 1853-1953 by R. N. Rose 
Michael Joseph, 24s.) 


The Duke of Beaufort in a 
foreword describes this centenary 
volume as “a history not only of 
a great newspaper but also of a 
way of life and those who served 


' 
' 


This centenary volume is not 
only a factual record of the vicis- 
situdes and fortunes of a notable 
journal, but is virtually a record 
ilso of the development of sport 
n Britain over the last 100 years 
Many of the outstanding achieve- 
ments of The Field are now part 
of our national heritage, but this 
hook sheds fascinating sidelights 
on the personalities who wrought 
them 

“The real unadultered John 
Jorrocks” wrote to the editor of 
The Field in February 1853: “I 
like your paper very much. 1 
think it’s a nicely-named paper. 
a micely got up paper, and a 
nicely illustrated paper.” 

And. after 100 years, so say all 
of us.—T.C.B 


eetan 7 . 

U. S. marketing maps 
Varketine Maps of the United States 
! wv « Coneress, 7k 

The Library of Congress con- 
tains over 400 marketing maps of 
ill kinds, general and detailed. A 
recent exhibition of a small selec- 
tion indicated such interest that 
| bibliography has now been pub- 
ished listing the maps available 
loan (or on sale from the 
p ih] shers) 

Much of this material, ob- 

susly, is of an extremely general 
nature and too elementary to be 
'f any assistance even to British 
xporters There are. however. 
cattered among the dross. a few 
nteresting jtems which make this 
list worthy of a short browse 


ADVERTISER'S WEEKLY 


THE 
SCOTSMAN 


2 EADERS of THE 
SCOTSMAN form 


Scotland’s most receptive 
markets for quality 


products and services. 


SCOTLAND'S NATIONAL NEWSPAPER 


North Bridge 63, Fleet Street 
EDINBURGH LONDON, E.C.4 
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Modern Studios 
prefer 
OVERALLS from 
GARDINER’S 


SO DO PRODUCTION AND 


| ADVERTISING DEPARTMENTS, 
BLOCK MAKERS, TYPESETTERS, 
| etc. They know that smart overalls 
from Gardiner’s impress their clients 
and encourage staft efficiency. Long 
Coats, Jackets, Boiler Suits, Aprons, 
etc., for men and women can be 

bought from our huge selection at 
advantageous — pric Should you 
requir badges oo. emblems = em- 
broidered on pockets or contrasting 
collars and cuffs, these can be added 
at slight cxtra cost, 


. gs, 
| ° Vy unable to call 
| WRITt ating §=your 
requirements or send 


for our price list 


THE OVERALL SPECIAL 187s 


Gardiner’s Corner, 1, 3 & 5, Commercial Road, London, E.1 


Telephone: BiShopsmate 6741/4 
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AUTOTYPE 
FOR ROYAL PORTRAIT 


ENLARGEMENTS | 
official pictures by | 
ourt photoeraphers al accepted 
IWTOTYPE: | 
standards of quality. In all 


The best and latest 
leading € 
trade rates executed to 
mazes from | 
20 in, by 15 in, up to 100 ft. by soft., 
or as transparencies. 


Write for illustrated price list NOW 


Autotype Company Ltd, Brownlow Road 
West Ealing, London, W.13 EALing 2691 


STIRLING OBSERVER 


The ONLY Newspaper, printed 
in Stirling, that gives you an A.B.C. 
Certificate 


16,648 weekly 


Rates from , 
WILL KITCHEN JR. LTD. 
131 FLEET STREET. 


HJ 


BUT OUR 


“PROPOSAL” 


[to all advertising agencies 
is that when planning a 
campaign in Beds, Herts 
and Bucks they should be 
sure to include the 


HOME COUNTIES 
HEWSPAPERS GROUP 


45/- 


A.B.C. Net Sales 


126,763 
Represented in London by 
WILL KITCHEN, jr. LTD. 
131 Fleet Street, E.C.4 Central 1960 
Head Office : 
MANCHESTER STREET, LUTON 
Phone : Luton 5050 
Adverti ger: C. W. Gilder 
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0 When planning 


a campaign— 


Preruary 12, 1953 


Start by asking lots 


of questions 


yee only sure method of 
planning an advertising 
campaign is to ask lots of 
questions. Asking questions is 


_ far more important than know- 


ing the answers. A good ad- 
vertising man is one who 


| knows what questions to ask. 


“SYSTEM” Desk Diaries 


A selection of Daily Desk 
Diaries which will serve you 
faithfully every working day 
of the year. They show you 
instantly all appointments, 
record items for future atten- 
tion, remind you of jobs to be 
done and matters to be 
attended to. 


Write for leaflet to: 
Shaw Publishing Co. Ltd. 


180 Fleet Street, E.C.4 


G. F. KRUSE 


LTD. 


37 SPRING STREET W.2. 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 


T. ROBINSON 


STUDIOS, LIMITED 
72a Plough Rd., Battersea, S.W.II 
Tel. Nos. Battersea 5300 & 4866 


A gifted advertising man is one 
who knows which replies to 
his questions are the real key 
to the problem. 

It is important to know where 


to go to ask the questions. There 
are three main sources of infor- 
mation: 


The client and his organisation 

The public 

The practitioner's own experi- 

ence 

You will observe that all three 
sources of information are 
human, The answers are not 
merely obtained from books or 
published _ statistics. Our first 
source is the client himself. Is 
he aiming at an increase in turn- 
over, regardless of cost; or an 
increase in net profit; or a con- 
servation of profit; or an increase 
in personal importance? All 
these aims we want to know 
because they set our targets. 

Also we ask the client questions 
because he knows more than 
anybody about his product. But, 
in considering the answers which 
any client gives, you have to be 
specially watchful, He is bound 
to be biased in favour of his own 
goods; and the opinion of actual 
buyers or consumers may be ‘very 
different from his. He can gener- 
ally tell you 20 good reasons why 
people should buy; but he can- 
not often tell you the one real 
reason why people do buy; or 
the reasons why people don't 
buy. It is difficult for him to see 
the wood for the trees. 

Another reason why we ask the 
client questions is because we 
want to know him. It is vitally 
important for the agent to like 
his client, and vice versa. For 
success, they have got to work 
in very close relationship, as 
business partners. They have got 
to have utmost confidence in 
each other. There must be no 
reservations, and no _ punches 
barred. 

Turning to the second source 
of information, the _ public. 
this is really the most important. 
The public are the buyers, and 
I include in them the trade stock- 
ists, as well as the ultimate pur- 
chasers. These are the people who 
will give you the final answer. 
by responding—or failing to re- 
spond--to your advertising; and 
what we are trying to do, by all 


this questioning, is to get a 
whisper in advance of that final 
mighty answer. 

I do not mean that we would 
always advocate a_ large-scale 
market research. Very often, a 
few interviews with typical buyers 
are sufficient—the method known 
as “research in depth.” Market 
research on a large scale is neces- 
Sary in cases of extreme doubt— 
when the clients’ answers, and 
typical buyers’ answers, and the 
agents’ own experience, have 
together failed to produce the key 
to the problem. Or it may be 
useful in resolving differences of 
opinion. 

In all these questions about the 
product, we are looking for the 
differences from other products. 


Extract from an address on 

“How the Back Room Boys of 

“Advertising Work,” by EDWIN 

J. ORNSTIEN, A.LP.A., manag- 

ing director, Max Ritson & 

Partners Ltd., to the Publicity 
Club of Bradford. 


Or rather, the one difference that 
will Make people buy our product 
rather than anybody else’s. It 
is, of course, possible to advertise 
in direct competition with estab- 
lished lines, without any competi- 
tive advantages; but the weight of 
advertising needed is then far 
greater. 

On the other hand, if advertis- 
ing has real news in it—if the pro- 
duct itself has a competitive ad- 
vantage —then advertising can 
bring results at far less cost. /1 
is the news in the product which 
we're looking for. 

The third of our sources of 
information is the practitioner's 
own experience. This is one of 
the main commodities which the 
advertiser buys when he engages 
an advertising practitioner. Stored 
away in the practitioner’s records. 
or in his brain, are experiences 
with numerous products and 
numerous campaigns; and he 
knows the result of them. 

The main subjects that we have 
to ask questions about are: 

The product 

The ultimate users 

The distribution 

The selling 

You may be surprised that the 
advertising is not included in 
these. I haven't forgotten it; it 
is included in this last one, the 
selling. For advertising in these 
days must be regarded as a part 
of selling, to work as part of a 
co-ordinated selling plan. 
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under one roof..- 


NEW INN YARD, E.C.2 


LETTERPRESS Guildhall and Shipquay Gate, Londonderry. 


SILKSCREEN i = > 
Phone : SHO 6281 Welfast Netus- Letter 


H.CLARKE ¢ CO. (conor) Ltd Sn | eae acer 


London Manager: ERNEST METCALFE. 85, Fleet Street | 


LITHO 


ULSTER DRAPER 
& OUTFITTER 


110 DONEGALL STREET, BELFAST 


Get this book 


ANNOUNCEMENT and do some 
injections 


OUR FIRST EDITION WILL BE PUBLISHED ON 


27th February 


Inject into circulars, and into your press adverts 
DO NOT MISS THE OPPORTUNITY OF BEING 


the stuff that can deliver to you 29%, orders ; 
AMONGST THE FIRST ADVERTISERS TO 52°. orders ; 61% orders and 63%, orders. 


REACH THE NORTHERN IRELAND Bat thes beck ant sas SD 2Olt oe ee ocean se 


rhiecments 
f orders; 


CLOTHING AND DRAPERY MARKETS. ay, eotem; and « ' am telece te Suen 


o know the seoret of This business richness, including th 
SUCCE SMES " iseclf a bit of 63 ordet-winner —it is all here 
> good; get the boo ywroduce your- asscmb! ll condensed into 20 pages 
All English enquiries to : salt co the Senog ayster very page « 20 full of the st 
and joy 


ALDRI E PRES mostcertainly-sirns into bank balan 
DG S$ LTD. 
cs 


In the book, pla w everyone to under 

d. the fi prin i rhe system is 
IS CHARTERHOUSE STREET, LONDON, E.C.I ned, Ge Gs: rinciole of ee We ne 
this same first prin 4 applied to 


SCOTTISH AND IRISH ENQUIRIES TO: BELFAST @ hitherto non-prod aS 


literature 
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spend their money 


ELLING to the United 
States is still number one 
priority for Britain. Many 
firms have, in fact, launched 
their products over there dur- 
ing the last few years. Many 
others will do so before the 
dollar gap ceases to be a gap. 
fo do so they will have to go 
through the complicated pro- 
cedure of appointing selling 
agents, and of marketing their 
products region by region. 

Only when their goods have 
been adequately marketed and 
merchandised will advertising 
come into the picture. When it 
does, these firms will want facts, 
facts and more facts about what 
American firms spend, when they 
spend it, where they spend it and 
so on. 

Many of these facts have been 
provided in a_ profile of the 
American advertising market re 
cently published by Printers’ Ink. 

Starting from the total esti 
mated expenditure on all kinds 
of advertising (5,710 million dol- 
lars) and the total spent on 
national advertising (1,957 million 
dollars) the report (in booklet 
form) gives this breakdown of 
national advertising expenditure 
in six major media during 1951: 


Magazines ... $478,000,000 
Newspapers 470,000,000 
Supplements 63,400,000 
Farm magazines 36,900,000 


Network radio 207,000,000 
Network television 145,900,000 


$1,401,200,000 

This total is spent by some 
13,000 advertisers throughout the 
United States, When classified 
according to their budgets, these 
firms fall into three major groups 
as follows: 

1. There are 200 advertisers 

who spend a million dollars 

or more each and whe are 

computed to have bought §5 

per cent of space or time in 

the six media listed. 

2. The second group of 2A00 
advertisers spend 25,000 to 
1,000,000 dollars a year each 
and accounts for 33 per cent 
of expenditure on the six 
media, 

There remain over 10,000 
advertisers who spend each 
less than 25,000 dollars and 
account for 12 per cent of the 
media otal. 

The first two categories, it will 
be seen, account for 88 per cent 
of the total expenditure on 
national advertising. These firms 


~ 


advertise a total of 6,000 products, 


an average of 24 each. The third 
category, continues the report, 
represents at least another 10,000 
products. 

After listing the 222 companies 


who invested a million dollars or 
more on advertising in any year 
from 1936 to 1950, the report 
goes On to analyse further the ad- 
vertisers Who use newspapers and 
magazines. It finds that the 100 
leading advertisers in newspapers 
buy 47 per cent of space and that 
nearly al] these 100 are among the 
“millionaires.” Another = 1,190 
account for 48 per cent, so that 
1,200 advertisers spending each 
25,000 dollars or over in a year 
account for 95 per cent of the 
newspapers’ advertising revenue 
All the rest account for only the 
remaining five per cent. 

In the magazine field the 
pattern is not quite s0 compact. 
The 100 leading advertisers, all of 
them among the 100 millionaires, 
account for 37 per cent of the 
total spent in magazines, and the 
second category of 1,900 covers 
another 51 per cent. This leaves 
12 per cent for all the rest 

Next the report delves into the 
question of when appropriations 
are fixed and when media lists are 
made up-—-information which will 
be of equal interest to advertisers 
and media men. 

The general conclusion, based 
on a check of over 1,200 food, 
drink, cleanser, drug and auto- 
motive advertisers is that cam- 
paigns are made up all through 
the year, although there is natur- 
ally some fluctuation from month 
to month. January, which 
accounts for 18 per cent is the top 
month, as might be expected, and 
there is most activity from Sep- 
tember to the end of January. 
Table I indicates the findings in 
greater detail. 

Finally the report gives figures 
on the frequency of insertion and 
the change which is constantly 
taking place in media patterns. 

Taking magazines first, it 
reports these facts unearthed by a 
Good Housekeeping study: 

In four monthly women's 
magazines the average number of 
insertions advertisers used in a 
year was 46. In two monthly 
general magazines, advertisers 
averaged 4:3 insertions. In two 
weekly magazines they averaged 
7:2 a year. 

To indicate the changes in 
media patterns, the report illus- 
trates how the magazine appro- 
priations of three large adver- 
tisers were allocated in three 
separate years, 1930, 1940, and 
1950. The first example will 
indicate the trend: In 1930 Good- 
year spread over 13 magazines; 
in 1940 they had concentrated 
almost entirely in three; by 1950 
the concentration had altered 
leaving out all but one of the 
earlier three. 


In newspapers the rate of turn- 


300 


Report analyses how U.S. national 


over of clients is even greater 
than in magazines The flexi- 
bility of newspaper advertising 


says the report, “means that an 
advertiser may profitably use a 
newspaper for a short, intensive 


campaign and then move on to 
another market. But that is what 
creates the high turn-over.” It is 
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advertisers 


estimated that this turnover 1s 

ut SU per cent per year 

The flexibility mentioned is 
ilso partly responsible for the 
fuct that the amount of space 
taken in newspapers is small. The 
report tells that about 80 per cent 
of national advertisers use only 


ibout two pages each per year 


I—WHEN ALLOCATIONS ARE MADE UP 


I ( 
January 72 
February 21 
March 18 ‘ 
April 1 $ 
May ; 
June ] 
July 4! ) 
August 5 
eptember 2 
October 4 
November 4 
December $2 

Total 376 4 ns 
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BRITISH advertising man 

who went to Australia 
recently, has reported on the 
poor standard of shop display 
there. 

He arrived at Perth where all 
but the largest shops, he says 
have bare wooden floors and 

out-dated coun- 
ters with me! 


a) chandise — piled 


F S high with the 
F w eV = present 
large and bla 

MARKETS 


tant price ticket 
He recalls only 
one small window with the 
slightest hint of professional dis 
play work. It was supplied by a 
manufacturer 

In Melbourne the standard. he 
Savs, is set high by the Myer 
Emporium. But only two other 
stores live up to it, in his opinion. 

The last place visited was 
Sydney. Here, says our corres 
pondent, one finds pretence at 
the very. slickest of 
ideas 

“I have frequently found win 
dows which have been almost 
exact replicas of windows repro 
duced in American display maga 
zines.” 

Some of the most elementary 
display howlers to be found 
regularly in Svdney, he says, are 
fingermarks on the inside of glass. 
hammer marks on display fittings 
display staff walking on polished 
tiles with ordinary shoes on. dis- 
play mannequins with finger 
marks around the face, wigs that 
look as though they had been in 


American 


‘Retail display standards 
in Australia are low’ 


a box of dust for many years, and 
yon 
y % % 

Rider Advertising Ltd, of 
Auckland and Wellington, New 
Zealand, have formed a subsidi- 
ry company in the United 
Kingdom, to be known as Ridet 
Advertising Co. (N.Z.). The new 
firm will act as the London office 
ff the parent company and will 
he under the direction of T. B. H. 
Otway. 

Ihe purpose of Rider Adver- 
“ising Company (N.Z.) is to pro 
vide a marketing and advertising 
‘rvice in New Zealand for 
British) advertising agents and 
advertisers, including advice on 

market research and = sales 
promotion problems, recommend 

w of distributors, ete 

* * » 

Viomichaniki Epitheorissis (The 
Industrial Review), Athens, has 
appointed Publishing and Distri- 
buting Co,, Ltd., as British repre- 
sentatives 

¥ ‘ * 

Los Angeles traders are show- 
ing a marked interest in the 
possibilities of sales of Corona- 
tion souvenirs. One of the 
largest denartment stores is to 
hold a special Coronation event, 
and it is considered that other 
local firms would be interested to 
receive offers of engraved glass, 
electro-plated or silver spoons, 
etc.. with enamel or engraved 
inscriptions, decorated china or 
earthenware for which vorompt 
deliveries can be made.—From a 
Board of Trade report. 
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INAL CROWD 


a 


PRS pg 


@ this great Cup Final crowd in Toronto, Canada, are 
hundreds of businessmen who would be interested in 
the story of your goods, services, or equipment. 


How can you isolate these men and advertise to 
them? How can you do similar specialized advertising 
to all the other business men you would like to reach 
in the many other prosperous Canadian cities? . . . 


Within the 102 business periodicals in the B.N.A. 
you can find one, or a group, which will give you 
national coverage of any section of business, industry, 
or retailing in Canada. 


Each publication has a strictly audited circulation, 
and can carry your advertising message to exactly the 
men you wish to reach, without waste. These business 
periodicals are the quickest and most economical way 


to make business contacts in the vast distances of 
Canada. 


If you will write to this Association indicating the 
exact section of industry, business, or retailing 
you wish to reach, we will send you immediately 
sample copies, advertising rates, and audited 


circulations of the publications which apply. (Cor The emblem that 
identifies business 


respondence by air mail takes only a few days.) papers of character 


BUSINESS NEWSPAPERS ASSOCIATIO 


CANADA e 
137 WELLINGTON STREET WEST, TORONTO 


ADVERTISER'S WEEKLY 


_SOUTH AFRICA_ 


Daily, morning, newspapers giving 
intensive coverage of the 3 largest 
Geies... 


CAPE TIMES (Cape Town) 
NATAL MERCURY (Durban) 
RAND DAILY MAIL (Johannesburg) 


Weekly, national, newspapers .. . 


SUNDAY TIMES 
SUNDAY EXPRESS 
DIE LANDSTEM 


Monthly, national, magazines... 


SPOTLIGHT 
THE FORUM 


Represented by : 


SOUTH AFRICAN MORNING NEWSPAPERS 
24 Holborn, London, E.C.|. ‘Phone Holborn 4144 


COVER SWEDEN 


THROUCH 


Ae & 


In Sweden A & A magazines have 
a combined net sale of 1,896,074 
copies—87",, of the total number 
of homes (2,174,379). 


ce 
RANE 


Owe: CEN.2611 


Exhibition Stands 
DESIGN & CONSTRUCTION SERVICE 


MERCURY DISPLAYS LTD 


Head Office 
171 NEW BOND 5! rw Tele: GROSVENOR 86711 


Works 


394 YORK ROAD v.18 Tele: VANDYKE 3562 
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TECHNICAL AGENCY SHOULD HANDLE 
THESE CAMPAIGN FACETS 


By K. G. BRISKHAM, 


managing director, Kenneth G. Briskham Ltd. 


A questionnaire showed recently that a large proportion of advertising managers of ‘technical’ firms 
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are dis-satistied with the service they get from their advertising agency. What should a ‘technical’ 
agency be able to cope with? The author who has recently formed his own agency after being 
advertising manager on two ‘technical’ accounts, tells the case history of one year’s publicity for 
an anonymous product. “All parts of this campaign” he says “should have fallen within the scope 


GENIS frequently have only 
themselves to blame for 
clients’ complaints: They may 
have told the client “this is a 
technical agency” and been tell- 
ing the truth as they see it. But 
if they did not explain to the 
client what was meant by “tech 
meal” and the client did not ask, 
it would take Solomon to decide 
who was at fault. 


The following case history is 
of one year’s publicity for an 
engineering product. 

A technical agency should be 
able to provide at least all ser- 
vices needed in this campaign. 

The product is in the machine 
tool class and suitable for both 
fabrication and repair work and 
equally valuable, on vastly differ- 
ent scales, to an oil refinery or 
au garage workshop. It is in 
competition with similar types of 
equipment and with — older 
methods of metal fabrication and 
repair. ‘There is considerable 
prejudice against it in certain 
high - safety - standard fields, a 
prejudice none the easier to fight 
because it is largely unfounded 
fhe equipment is sold by a 
medium sized manufacturer and 
is equal, and for some applica 
tions superior, to competitive 
products. It calls, however, for 
relatively higher skill in us 

There is a high quality, well 
directed sales force 


Need for new 
literature 


The company was established 
in Britain before the war and 
was thus fully provided with 
instruction manuals, parts lists, 
etc. However, due to wartime 
conditions, followed by a period 
when maximum production took 
precedence over every other con 
sideration, revision and redesign 
of technical data was overdue 
This, incidentally, was the posi 
tion of many engineering and 
similar companies for several 
years after the war. 

A complete family of loose leat 
covers was essential since most 
technical companies require a 
surprisingly large variety of data, 
and considerable progress has 
been made in design of this type 
of material since the war In 
order to allow for frequent 
changes in content, many firms 


duplicate their data sheets. But 
a careful and complete costing 
revealed, in spite of the appar- 
ently much lower cost of dupli 
cating, that true cost was in 
favour of printing, even though 
a large amount of typesetting was 
needed on comparatively short 
runs The finished job was 
easier to use, had a_ better 
appearance and needed consider- 
ably less paper. 

The next need was for a con- 
sistent advertising theme, indivi- 
dual brochures and booklets for 
individual markets and the maxi- 
mum editorial interest from 
technical journals, 


Simple phrase 
gives continuity 


For the advertisements a 
simple phrase was adopted which, 
appearing in every advertisement, 
provided continuity with the 
great variety of appeals called for 
by technical advertising. A sup- 
porting figure or symbol was 
designed to symbolise accurately 
the functions to be expected from 
the company and its representa- 
tives. Stress on the extent of 
technical advice obtsinable and 
frequent examples of the use 
made of this advice by customers, 
was one of the most reliable 
means of combining selling with 
ptestige. Maintaining good re- 
lationships at every level in the 
industry, rather than direct sell- 
ing, was the main task of the 
technical public relations and 
advertising. 

Frequently brochures and other 
print produced for the same 
technical advertiser showed con- 
siderable contrast in immediate 
aims and methods. Print designed 
for their biggest outlet, possibly 
« comparatively limited number 
of companies placing large orders 
at relatively high prices, differed 
widely from a booklet for their 
marginal markets. It is not 
always immediately realised by 
those not intimately connected 
with technical selling that litera- 
ture js more often related to par 
ticular markets than total turn- 
over, 

Editorial publicity was con 
sidered most important for this 
type of product and technical 
journals were found co-operative 
it offered the right material. The 


of an agency’s service to its clients.” 


right material means exactly the 
same in this case as in other 
public relations activity—what 
the journal and its readers want. 
not interminable mentions of the 
company and its products. Most 
journals willingly published 
articles running to several pages 
without changing a single word 
o1 illustration if the material was 
planned and written specifically 
for a particular journal. The 
charge often made that trade and 
technical journals are influenced 
in their choice of editorial by 
the amount spent on advertising 
was found to be not true in the 
case of the good journals. Many 
of my longest articles have been 
published by journals which 
have never suggested the placing 
of advertising contracts. If an 
article is a sincere attempt to 
spread real information it will be 
published. 

Sometimes more than a day 
was spent on a single photograph 
but the result was something 
acceptable to a large number of 
technical journals. Unless you 
are willing to apply yourself 
wholeheartedly to honest 
editorial publicity, it is best left 
alone. 


Use of films in 
technical advertising 


Many technical subjects are 
graphic and highly suited to pro 
motion by films. There is always 
a waiting list for good films, 
which can pay for themselves 
over and over again. One film 
can reach a wide range of intelli 
gence unattainable by any other 
single means of promotion 
Popular entertainment films prove 
this every day, and an industrial 
film can do the same—if it is 
made to the same high standard 
It is surprising how long a sales- 
man who knows what he is talk- 
ing about can hold an audience 
once they have been “warmed 
up” by a film. 

The process of the present ad 
vertiser was fairly new. This 
gave the company the opportunity 
of making good a shortage of 
text books. Grasping an oppor 
tunity of this type is the very 
acme of public relations, vet few 
companies are willing to plan on 
such a long term basis. If such 
books become basic instructional 


Material in an industry they ob- 
tain a hold which is almost im 
possible to break. Such oppor- 
tunities are less rare than ts 
generally thought. 

It is often necessary to perman 
ently subsidise such books, but 
who would try to estimate the 
value of such an expenditure? 
The total indirect returns can 
make it one of the best invest- 
ments ever. 


School for 
operatives 


General rules on a technica! 
company running its own school 
are difficult to lay down, except 
to say that this should always be 
considered since it 1s a part of 
the selling activity. A company 
school can, however, change its 
original character as the result of 
falling under the sway of exclu- 
sive “experts” and a careful check 
must be kept. 

It is possible to lay down cer- 
tain basic rules for house organs 
The title must have significance 
and preferably embody a special 
claim on behalf of the com- 
pany’s products The journal 
should set out with one object. 
one method and one audience. No 
energy should be wasted on side 
issues, No moonbeams such as 
“universal appeal” chased. It 
should be produced for the cus- 
tomer only and, if necessary, for 
only One class within each cus- 
tomer’s firm. 

If an executive or staff maga- 
zine 1s wanted, it should be pro- 
duced. But it need have little in 
common with its brother. Firms 
who think they can sell staff, 
buyer and user in one magazine 
are badly advised, to put it very 
mildly. 

Any company must lay down a 
selling policy and back it with 
everything they have, refusing to 
be turned by temporary attrac- 
tions and expedients, This has 
been the key to all the biggest 
earning sales forces in any in 
dustry 

Publicity should from the first 
he based on the simple truth that 
in the technical field it can seldom 
sell unaided. Used in its correct 
role of heavy artillery it auto- 
matically achieves at least the 
minimum success which attends 
any weapon rightly used. 
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WHAT'S 
YOUR 


PER SALE? 


Two words go far to explain 
how famous textile houses 
move goods in volume at low 
sales cost. They are: 
Retailer Backing. 


Two famous trade papers help 
them to win this powerful sales aid. 
To gain the goodwill of the 

store buyer and the sales assistant 
tell your story in The Drapers’ 
Record (45,000 weekly) and 

Men’s Wear (14,500 weekly). 

The cost is small; the effect is 
impressive, 


THE DRAPERS’ RECORD 
MEN’S WEAR 


eadership through Readership 


KINGS BOURNE HOUSE 
229-232 High Holborn, 
London, W.C.2 


Branch Offices 


Manchester Glasgow 
Leicester Birmingham 
Leeds Belfast 
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advantages of the 
use of electronic 
instruments, made 
by their clients— 
CINEMA TELEVISION L'° 
to the notice of lead- 
ing producers and 
packers of food 


(ADVERTISING) LTD. 
use & recommend- 


FOOD MANUFACTURE 


Stratford House 
Eden Street, London, N.W.! 


FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUP 


YOVERING a new world | 
€ ee of the selence 
and chemical treatment in | 
the production and usage of | 
FIBRES, Natural and Syn- 
thetic, giving each month a 
review of the latest technical 
developments all over the 
world in materials, machinery 
research, chemical  applica- 
tions, methods of laboratory, 
faciory and mill practice. 


FIBRES 


NATURAL AND SYNTHETIC 
4, another publication of the 


SN ART \ 


° D 
24° 


MANUPACTURING CHEMIST 

FIBRES (NATURAL AND SYNTHETIC) | 

PAINT MANUFACTURE | 

WORLD CROPS ATOMICS | 
FOOD MANUFACTURE 

POTTERY AND GLASS 

| 

| 

} 


BUILDING DIGEST 
MUCK SHIFTER 
PETROLEUM 
CHEMICAL AND PROCESS 
ENGINEPRING | 
All published at | 
Stratford House 
Eden Street, London, N.W.1_ 
Specimen copies on request } 


| 
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TRADE PRESS ARTICLE ADVISES RETAILERS — 


FEBRUARY 


ny national advertisers’ 


of free illustrations’ 


N the first of a new series of 
articles on advertising, in 
The Outfitter, retailers are ad- 
vised to use the illustrations 
and blocks offered by national 
advertisers. 

Author is Donald W. Allanach, 
who explains: “Do not worry too 
much about the trouble you are 
causing your supplier, for not only 
is he doing you a favour, you are 
doing him one. If you have 
cause to omit brand names from 
your advertisement, mention this 
in your letter. There is still no 
reason why the supplier should 
not lend you one of his illustra- 
tions, for if it helps to move his 
merchandise off your shelves he 
can sell you more goods. 

“A manufacturer or wholesaler 
of any standing will have trained 
advertising people on the staff. 
Their knowledge can save you a 
great deal of work and worry if 
you approach them in the right 
way. From my own experience, 
I can never feel that a retailer 
is a constructive advertiser when 
he sends a page torn from a 
duplicating book saying, ‘Please 
supply me advertising block by 
return. He must surely know 
what he wants to feature, and the 
size of block he needs. 

“When you approach your 
supplier state clearly what you 
have in mind. If you are plan- 
ning a special show or a series of 
advertisements, say so and ask 
for assistance. Their advertising 
staff can, in a few minutes, give 
you some headings and sugges 
tions which may be invaluable, 
but you must give them some 
idea of what you want.” 

* * * 


Latest idea among Sheffield 
cutters for boosting their hard-hit 
trade is combined advertising on 
the lines adopted by the wool and 
leather industries. Some cutlery 
firms are known to be contem- 
plating raising the matter at the 
next meeting of the Cutlery 
Manufacturers Association, 
though much « vritic ism of the idea 
iy likely, says “Hardware Trades 
Journal.” 

“It is also generally felt that ad- 
vertising Sheffield cutlery (as dis- 
tinct from the advertising of the 
goods of individual firms) is un- 
necessary on the home market, 
where Sheffield quality is univers- 
ally recognised, and that the export 


local efforts. 


offers 


By Serutineer 


A feature of many a campaign plan is an offer of free 

blocks by the advertiser to retailers. 

produce an echo of the national advertising in dealers’ 

A contributor to a trade paper has 

advised, not only that these offers should be accepted, 
but also how they can be turned to advantage. 


troubles are due less to restricted 
demand than to artificial’ trade 
restrictions imposed by Govern- 
ments at home and abroad,” adds 
the paper. 
* # ¥ 

A SUGGESTION that many sales- 
men miss useful orders because 
of lack of a constructive selling 
plan is made by a reader in the 
Grocers) Gazette. He cites, in 
particular, the soft drinks industry 
as being less enterprising than 
it might be. So many firms are 
prepared to leave the selling to 
their roundsman, who makes 
routine deliveries, that little 
chance ts offered for construc- 
tive selling, or for exchange of 
selling ideas. Even when a sales 
representative does call, he is 
more concerned to put down a 
routine order than to help his 
customer sell the goods 

Wishing to show soft drinks to 
better advantage one grocer 
devised a spiral floor unit to 
carry 16 dozen bottles. He asked 
various suppliers to provide gsuit- 
able streamers or tabs to mark 
their own drinks in this display, 
but in each case found it impos- 
sible to obtain any labels, tabs 


The 


teed om thee wntercein af Barer Merchardong 


The object is to 


or other brand or name marks to 
identify the brand. Some firms 
suggested that he paint their 
names in and charge up. That 
was something but not what he 
wanted, and to-day he is. still 
without his brand _ names, 
although he has himself built a 
fairly expensive floor unit in an 
effort to sell more soft drinks, 
* # ® 
INTRODUCING A Drapers’ Record 
24-page loose inset feature on 
National Sewing Week, Donald 
Barber, secretary of the Retail 
Distributors’ Association, says 
retail drapers may often be em- 
barrassed by “quite well-meaning 
schemes” for the promotion of 
particular kinds of merchandise, 
because, in many cases, they are 
in danger of boosting one type at 
the expense of others, especially 
when (as sometimes happens) 
they are launched at unsuitable 
dates. “The special merit of 
National Sewing Week is that it 
has no such defect—it is, indeed, 
from the standpoint of retailers as 
much as of everyone else con- 
cerned, a model retail promotion.” 
As three main reasons for that 
bouquet are that the promotion 


Page 


= 


Honorbilt introduce 


To encourage retail 
assistants to sell 
their branded gar 
ments, Lawrence 
Nedas & Co., Ltd., 
introduced a £50 a 
month competition 
for them, in this 
advertisement in 
“Men's Wear.” A 
campaign book 
giving fuller details 
is being sent to all 
stockists 


“SALESMAN OF THE MONTH” 


£50 a month to be won 
in a competition that 
gives every retail sales- 
man a wt peli fy 


Competition 


Ae ct ad 


“ Pare te thi page & the 7 ame of Mans 


Lawrence Nedas & Co Lid 
Romlford. Tel Romterd 5681.4 
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FEBRUARY 12, ADVERTISER'S WEEKLY 


The Wise Investor 


The wise investor looks beyond a com- Yes, markets are a live, animate asset 
pany’s physical properties, plants and the end product of a consistent, co- 
machinery when he is contemplating a ordinated sales and advertising pro- 
purchase of its stocks. gramme. They are tough to create—siill 
He looks at its markets. He knows that tougher to keep alive—and once neglected, 
if you make a product somebody has to or lost, the cost of rebuilding them 
buy it if you expect to stay in business. becomes very high. 

And he knows that a profitable business THAT IS WHY WE SUGGEST you 
operation is dependent upon the recog- include THE MACHINIST in your 
nition of, and acceptance for, a company’s advertising appropriation—a_ wise 
products among the people who have to investment which will help to build 
be sold. and protect your markets. 


% For further details write to 
THE DIRECTOR OF ADVERTISING 


THE , 


TELEPHONE : CENTRAL 0911 HINIST 


PLANT AND PRODUCTION ENGINEERING 


McGRAW-HILL PUBLISHING CO. LTD., McGRAW-HILL HOUSE, 95 FARRINGDON ST., LONDON, 
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| Make Sure your 
Advertisement is read by 
Shipowners, Shipbuilders, 


Marine Engine Builders. 
By using the advertising 
columns of THE SYREN 


AND SHIPPING your | 
name will be kept in 


JOURNAL 


ap 


front of the leading meneen oF rue 
| Shipowners, Ship- eensuianoms 


| builders, Ship repairers 


and Marine Engine 
ane Se tone and ONLY 
* journal in the 
THE SYREN PAINT FIELD 


SHIPPING wien 
wo ae aoly gustty Sivan A.B.C. 
CIRCULATION 


showing Tonnage under cons- 
truction at home and Overseas 
figures 


Send for a specimen copy and rote 
card tw: 


SYREN & SHIPPING LTD. 


26-28 Billiter Street, 
London, E.C.3 
Phone: Royal 5322 


83 6 FARRINGDON ST., LONDON, £ C4 
Telephone : City 4788/9, 6640 


Tr 


A reliable medium for 
HOME & EXPORT 
Advertising, reaching the 
firms that matter and read by 
Executives in all Branches ot 


the METAL and its Allied 
Industries. 
Twice Weekly. 


Tuesdays & Fridays. 


ecimen corr” 
‘DoW PTOVEST 


Mechanieal World 


AND ENCINEERING RECORD 


Undoubtedly one of the best media 
for reaching the buyers of technical 
products; this widely-read engineering 
journal, now published monthly, is an 
essential for every technical advertiser. 
Send for free specimen copy 
and rate card... 


EMMOTT & COMPANY LIMITED, 2! BEDFORD ST., LONDON, W.C.2 
MANCHESTER OFFICE : 3! KING STREET WEST, MANCHESTER 3 
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PAINT, OIL 
& COLOUR 


Scrutineer —continued 


Fesruary 12, 1953 


Corset campaign history 


is a necessary one and is capable 
of producing rea 
not a “narrow” promotion, but 
one that embraces a wide variety 
of drapery goods, and it takes 


results; it js 


place at a time of year which js 
of best heln to the retail drape 

during those days before the 
Easter fashion season has started 
when, in the nast traders had 
often been at a loss for promo 


tion ideas and were tempted to 
“fill up” with a succession of 
“white sales” and similar events 

Another article in the feature 
shows that Sewing Week can 
be assisted by all through the 
accepted promotional channels in 
which the majority of efforts are 
directed-—press advertising, force 
ful window _and jnterior displays. 
backed up by the right merchan 
dise at the right price. These 
principles can, without doubt, be 
interpreted by the largest store 
and the smallest draper, bearing 
im mind the type of customer and 
the cost in relation to turnover 

* * * 


TRADE PAPERS can do a great 
job in spreading the gospel of 
advertising among the manufac 
turers who are their readers 
Corsetry and Underwear have set 
an example which should inspire 
journals in other fields. They have 
decided to find out from leading 
manufacturers in their field the 
whys-and-wherefores, ifs-and-buls 
of advertising, what are the points 
to be noted, and accentuated, and 
the pitfalls to be avoided 

The first of the series in the 
February issue, is based on an 


interview with T. F. Carey. a 
director ot Warne! Bros (Lé 
Gant) 

“Qur basic philosophy in ad 


vertising 1s to sell more of our 
merchandise to More consumers 

“The beginning point, of 
course, is to have a range that is 
styled right, Made right, and 
priced right, to meet your con 
sumers’ tastes and needs 

“From this point on, in order 
to sell the goods. you have to 
have an intimate knowledge 
of your market in order to 
create advertising that will pre 
sent your Merchandise in the 
most effective manner 

‘By finding out why people 
buy corsets —what their likes and 
dislikes are —we begin to discover 
some of the arguments we should 


use on behalf of our range in 
advertising 

“For cxampk. when we write 
our copy, we talk fashion, fit. 
comfort and = control—for we 
know that these are the design 
features of our range that are 


most appreciated 
our customers 
“What is said along these lines 
and just how it is ‘put over 
depends on one’s own selling in 
genuity and the creativeness of 
the advertising manager or agent 
We believe in photography as one 


ind wanted by 


f 


of the best means of showing ou 
merchandise in an advertisement 

“The 
tion is the 


next item for considera 
Selection of Media 
This should be based on the 
relationship between circulation 
statistics of the publication and 
the character and pattern of one’s 
own distribution The obvious 
idea, of course, is to put your 
message before as many potential 
customers as you possibly can 
From this standpoint area selec 
tivity plays a vital part. It would 
obviously be wasteful to adver 
in a London paper if your 
distribution was confined to the 
Manchester area alone. If you 
choose the right medium and tell 
your story in the right manner, 
then it can be said that you are 
doing a sound advertising job. 

“But this is only the beginning 
By now, with your advertisements 
placed you will have put your 
name in front of a lot of people, 
and the whole thing ‘becomes a 
merchandising operation. It means 
display material, retailer tie-in 
advertising, and all the other links 
in the chain.” 

The article then describes the 
part the retailer can play in driv- 


lise 


ng the advertiser's campaign 
home. It concludes 

“The most important link in 
the whole chain is stock. Stocks, 


at a time of heavy advertising in 
any particular area, Must be right 

and adequate. It is no good a 
customer seeing an advertisement 
for a garment, going to a store 
to buy that garment and then 
being told that they have not her 
size in stock The whole effort 
falls down if this occurs and, if 
that potential customer is per 
suaded to take something ‘very 
similar’ she may be lost for life. 


What's the best way of 


moking things move? 


SANFORIZED 


4 - . 


The accent in) most industries 
nowadays is on selling, Adver- 
tisers in trade journals are using 


this trend to get attention for 
their advertisements by offering 
‘sales pluses.” Sanforized add 


well 


humour as 
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GIBBS ARE BACK IN SHAVING: 
Jrbvodatied a 


ANSE Se jo F 
WOK ar 


$a to give LASTING 
SKIN PROTECTION" 


®Seee008 


-~ 


HURL SCALE ADVER TING 
. om 


TO a wee tore 8 me ow 


1 

tk he he ~ 2 ° Gibb 
a 

aig lp {DUS 

ae UATHSE SHAVING CREAM 


Advertisers have been eratefully 

spreading themselves in the 

larger-sized “Chemist & Drugegist.” 

This advertisement launched a 
new Gibbs line 


1 know merchandise managers in 
the United States who would 
almost sack a buyer on the spot 
if they found her out of sizes, 
cups or colours on any particular 
item of basic or promotional 
stock. 

“So here is a tried maxim 
Good buying based on sound ad 
vertising and promotion means 
more turns of stocks per year and 
higher net profits.” 

i * * 


\ MORE direct method of per 
suading more manufacturers to 
advertise is adopted by Soft 
Drinks Trade Journal. A new 
series of articles has been started 
under the generaj heading “Ad- 
veruising Soft Drinks” to help 
smaller firms in the industry to 
sell more of their products. 

The writer is David Woodruft 
He opens the series with a bang 
Sticking his neck right out, he 
asks: “How much should you 
spare for advertising?” 

“It ought not to be quite like 
this,” he adds, “yet it so often is 
It would be better, always, if the 
manufacturer could ask himself 
not how little he need spend, but 
how much 

‘Howcan we assess our budget” 
Shall it be, as it often is, an 
‘arbitrary calculation of x pounds 

a sum we know we can find 
fairly easily, or shall it be more 
scientific, so much per gross 
bottles of this or that sold. or 
per gallon, or per outlet? Any of 
these methods guides us to a fit 
ting sum, and all are doubtless 
employed by one firm or another 

“I prefer to be tidy. Base vour 
spending on turnover, I suggest, 
settle for something between 
per cent and § per cent of turn 
over, and you'll have something 
worth allocating. But the smaller 
you are, the nearer you need to 
be to that 5 per cent. A £50,000 
turnover on this basis would give 
you £2,500, but that would be 
none too much. Even if you don't 
get fancy ideas about how to 
spend it! 

“Fix your first year’s spending, 
then, and reckon to maintain it, 


‘ 


not imerease it, in the subse 
quent few years. Don't put up a 
figure, and then, because turnover 
hasn't bounded up in twelve 
months, decide you can’t afford 
to advertise. That way will get 
you nowhere. It is certainly not 
the method of the well-versed in 
idvertising, the successful ones 
“If you are in the fortunate 
position of being a well-estab- 
lished manufacturer with a well- 
defined local trade, say in a 
county, or a region, your task 
will be a great deal easier when 
it comes to spending that alloca- 
tion, for, knowing precisely your 
boundaries you can select media 
which can be almost 100 per cent 
certain of reaching the potential 
market within that area. 
‘Taking for a moment that 
£2,500 5 per cent budget referred 
to earlier, this might well, in a 
well-defined area such as, say, a 
single county, be split as follows 
between the types of media men- 
tioned. Obviously all of them 
could not possibly be employed. 
ind some might be wasteful and 
unproductive, anyway: 
Newspaper advertising £800 


Posters (16-sheet) £750 
Point-of-sale £ROO 
Novelties £150 


“This would be too tight a 
budget for satisfaction, for it 
leaves you nothing in reserve for 
emergencies. But it would do 
quite a lot for a manufacturer in 
a close market, and, adhered to, 
and possibly increased over the 
years, should keep him well 
ahead of all but national compe- 
tition.” 

* * * 


“AMERICAN TOY buyers respond 
very readily to advertising and 
will nearly always stock toys 
which are given good publicity,” 
says Hilary Page, managing direc- 
tor of Kiddicraft Ltd, in an 
article, “Selling British toys in 
the States,” in Games & Toys. 
He goes on: “The costs of adver- 
tising are frightening by compari- 
son with England, but if the toys 
are good, that cost should be re- 
paid quite quickly. For my own 
company I have just booked one- 
sixth of a page a month in 
Parents Magazine at a cost of 
nearly £400 a month, but the 
magazine has a circulation of 
1.478.000 copies a month and 
every copy goes into a home 
where there are children.” 

Another point made by Mr 
Page is that to introduce a new 
ine into the U.S.A., it is almost 
essential to employ demonstrators 
whose salaries have to be paid 
for by the manufacturer A 
demonstrator in a department 
store will cost £10 to £15 a week, 
but he or she should recover that 
cost by extra sales. 

The article by Mr. Page is pub- 
lished in the January issue of 
Games & Toys which has the im- 
pressive total of 308 pages. It is 
devoted ‘almost entirely to the 
Harrogate Toy Fair, of which the 
editor writes: “In 1953, for the 
first time, the Fair spreads itself 
over no fewer than five hotels. 
The exhibitors’ list climbs steadily 
towards the 400 mark. We have 


ADVERTISER'S WEEKLY 


__. introduces 


PROSPECT 


New aid to 
Home Market Selling 


In April, BUSINESS, Journal of Management, 
begins publication of a  new-style, bound-in 
ect ic lement entitled PROSPECT — a 
monthly economic service for industry. 


Significant feature of PROSPECT will be a nine- 
region survey of trends and openings in the Home 
Market. Month by month soecial forward-looking 
reports will cover trade prospects in these key 
areas: 


South- @ Yorkshire 
East England @ North-West England 
@ Laustern England ®@ Northern Ireland 
@ South and South-West @ Scotland 
@ Wales 


@ London = and 


England 
@ The Midlands 


Specially-drawn charts, for easy and maximum 
use by business executives, will also reveal the 
trend of retail sales in these areas. 


PROSPECT will be provided at no extra charge 
to BUSINESS subscribers—who now total more 
that 12,500 (A.B.C.) every month. 


PROSPECT offers a valuable medium for banks, 
insurance and finance houses, publishers appealing 
to the businessman, and all advertising and selling 
services. Write or ‘phone 
now for a specimen of 
BUSINESS and a dummy 
of the new supplement. 


180 FLEET STREET 
LONDON, E.C.4 
Telephone CHAncery 8844 
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Scrutineer—continued 


| Boot and Shoe Trade 


‘No more teething | tend aes ete a enone af : TRADE : AND 


troubles for toys’ THE SHOE & LEATHER NEWS 


SPENCER HOUSE, SOUTH PLACE, E.C.2 


Advertisement Rates on Application 


left our teething troubles and 
growing pains behind us, survived 
our infantile ailments, and now Telephone MON 0666 9 Export 
we are growing out of our teen 

age garments. The time has come 


Gas 


: for us to take stock of the future, THE SHOE - “ENGINEERING Gas 0 
f to consolidate rather than formu- / SHOE & LEATHER & ALLIED TRADES REVIEW” J urnal 
late . A 1 bli fs Newspaper and expert technical weekly 
; . ( quarterly publication faaseerinsbiae 
“In the Harrogate Fair, the toy R E O R D devoted to EXPORT 
industry has something really ws Werld-wide circuletion Gas Service 
and there are few among us who Silt onthe nee feo The specialist for Gas Sales and 
are not fully cognisant of its Founded 1886 165 sanenentn ed E.C3 Service Staffs 
magnitude. The fact that there -, LONDON, E.C. 11 Bolt Court, Fleet Street, £.C.4 
is room for two big toy displays Read by the men who 
: Harrogate and the BI ¥ = ‘ ‘ j d Fr it Trade 
follows is now well! establishec matter in the trade u ‘ 2 , 
We need them both, just as other Campaign ina 
of — major ae ane x a ** Selli ° Semen 
more than one chance to exhidi = : a ng 
| Each fair, the BLLF. and Harro- | | a ng: $1. LONDON WC gr GAs, TEMES" Sele ome plan 
a gate, has its special functions to ; Ss — wc2 Fi | pt rtd z 
5 perform, each provides a shop Tel. TEM 5524/6 “INDUSTRIAL GAS"—Sella gaa 
window for the trade-——and _— = fied furnaces,” dryers a 
can never be too many shop i ; 

; Bo “ ~ o 1 
windows. The wise ones will B er ff you sell anything from ~—_ Pe 9 the 7 Direc 
make full use of both these op uilding a lige bulb to 8 hewy PRC, ELM. Mor 
portunities to enjoy the plaudits valida. the dic erede pineiodh 

— patronage —of the passing offers unlimited possibilities. ARROW PRESS LIMITED 

crowd. - 
THE 157 Hagden Lane, Watford, Herts 
f * * ° FRUIT TRADES’ JOURNAL Telephone Gadebrook 2308/9 
in « bon ts - affords complete coverage of Telegrams: Techpress. Watford 
' at. & Sane een See aes of this vital industry. 

and combines, with their remote : pit 

control and impersonal approach, 6/7 GOUGH SQUARE, E.C.4 1003/4 


are swallowing up so many small 
enterprises, this journal remains 


Heavy Clay 


. . 
as private and as independent as Furnishing Trade Industries 
ever.” says Fruit Trades Journal 
leading article It continues: 
‘ “Ours is an industry which needs BEDDING & UPHOLSTERY THE BRITISH CLAYWORKER 
ae independent commentators and incorporating “ SLEEP” Leading world technical journal for 
interpeters, We are my in = The only British Specialised journal Brick, Tile end _tentery Ware 
3 ; * retailers or the pockets devoted solely to the industry, cover- “ 
a ee % ty are - ub- ing: Fillings * Springs * Components Overseas Sales equal 33% of total 
4 of the, growers, we are ne 7 : 9 Machinery * Finished Mattresses circulation. 
a servient to the importers any and Upholstered Suites. CLAY & BRICK PUBLICATIONS LTD. 
more than we are obedient to _ 33 Furnival Street, London, E.C.4 ie Vette beau, kecmiem Ge 
dictates of wholesalers. And the ’ % —_ ee Tel: Holborn 9556 TEMple Bar 7664 
periodic chastisement we receive Can Making lrade 
at the hands of all these sections SERVING THE CERAMIC 
p a = 
is proof enough of our indepen- TIN-PRINTER & The vee 7 a c IND STRY 
dence and, we hope, our vigour. BOX MAKER - AL aT eeriet Aesociation of rH 
° craft cia rgan o} 
a “We regard the horticultural Specialist monthly magazine covering print- Fuarni hi. ey Hy Technology). Ceramic 
e industry and trade as an indivis- ing on sheet metals, and the fabrication of s. ng Digest for Machinery Makers and G ‘ 
inc y ane ‘ elt he plain and decorated tins, cans and boxes Manufacturers at home and overseas 
able unit, however fierce — the from tinplate and aluminium World (Published at 34 Townsend Drive, St. 
quarrels between its em CANNING PUBLICATIONS Albans, Herts.) Annual Subscription: 30s. 
sections may be. Ultimately we | 14.15 COLEMAN ST., LONDON, E.C.2 : Senten Ih sin, 350. Overseas. 
‘ can sce no conflict between the Tel.: MONarch 1995 pay yd AIL ana 7 Se —_ — ca + te. 
- , ye oO y y L 
% long term interests of all branches aAneeaceuan oon 
of the industry. We believe in tht adh deeded 
' the health-giving value of fruit F d M f , - aman yt reagan 
4 : . ery, Bedding an 
and vegetables as a major part of 00 anutiac uring tire! $. Insurance 
the national diet; and even if it Furnishing Trade. 
means getting people to cat More a ——— 180 Street, London, E.C.4 
foreign as well as home-grown en — J 
fruit, it is still desirable from the I sur nee 


national and the trade’s stand- 
points to increase consumption 
“The Journal's readers are 
drawn from all sections of the 
“a industry; so that we have no 
motive for being partisan in our 


Health, Hygiene and Adver tising 


. * The December issue of Insurance 
Sanitation Brokers’ Monthly, was a special 


} 
editorial comments. Our policy | — dealing with Insurance 
has always been to publish reports World's Leading Journal for hited ‘ 
and news which concern the in- | Health, Hygiene and Sanitation Copies are available on request 

! “ve we may | to:— 
pre ar ide te & ae 2\st \ eo oe The C IM 
a “s ‘ “fall ICA R . . ¢ Commercial Manager 
sd, narrow or misleading OF PUBL oyal Sanitary Insti 
"i cooks hi do ell 10 Y ; y Institute INSURANCE BROKERS’ MONTHLY 
| slar aoe f this import mt geen Tents Men w | 90 Buckingham Palace Road, S.W.| 5 New Bridge Street, London, E.C.4 
remind readers o is ort » Gannica STREET, LONDON. WE: Tel.: SLOane 5134-5 Tel.: CiTy 4815 
F service they render their trade — y 
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Lubrication 


Th ONLY ee om 


ot 
j yarns pei “Al ic yN 


—_ i by rks E - 
eee Reac v i 
; miners Mach ‘ hg ympany 
signet 
on nen eee ere 
- NER ri “wort 1 
= Me a 
— sai TyBLICATION 
BE. , Walker Ser a oO 
==ae well ington, Shrops 
ed 


Municipal Works and 


Local Government 


SURVEYOR 


Aod Mapicips! and Cevety b o¢imeer 


The Powerful and Trusted 
Journal for all 
Advertisers 
wishing to reach :— 


@ EVERY LOCAL AUTHORITY 

@ PUBLIC WORKS CONTRACTORS 
@ THE BUILDING INDUSTRY 

@ ARCHITECTS & SURVEYORS 


8 SOUTHAMPTON ROW, W.C.1 
TELEPHONE: HOLBORN 0452 


Meat Trade 


Meat Trades’ Journal 
Weekly net sales exceed 
31,000 


For over 60 years the official 
organ of the meat trade. 


5 CHARTERHOUSE SQUARE, LONDON, E.C.! 


—" 


Metal Industries 


Painting and 
Decorating Trade 


Phot raphy 


Good Photography 
Monthly for all 
amateur photographers 


it Bolt Court, Fleet Street, E.C.4 


Paper Trade 


THE PAPER MAKER 
THE PAPER MARKET 
THE PAPER BOX & BAG MAKER 
PHILLIPS PAPER TRADE DIRECTORY 
OF THE WORLD 


S. C. PHILLIPS & CO., LTD 
3 TUDOR STREET, LONDON, E.C.4 


ant WORLD's 


PAPER@ TRADE 


A.B.c. MEMBER 


329. HIGH HOLBORN LONDON. WCI 


Printing Trade 


Established 
1881 


3 .D.A. 


The Journal of Decorative 
Art & British Decorator 
The Leading journal for all associated 
with the Painting and Decorating Trade 
CROMFORD HOUSE - MANCHESTER 4 


y* journal in steel 
for real reader interest 


THE E BRITISH 


STEELMAKER 


7 CHESTERFIELD GARDENS W.! 
REGent 3066 


THE BRITISH WIRE JOURNAL 


THE WIRE INDUSTRY 


world wide appeal to 
buyers of 
WIRE - WIRE ARTICLES - CABLES 
ROPES - MACHINERY - EQUIPMENT 
Editorial and Publishing Offices - 
33 Furnival Street, London, E.C.4 
Tel. Holborn 9556 


Purchasing 


THE BRITISH & COLONIAL 


Printer 


THE ONLY TRADE WEEKLY 


Paperé Print 
QUARTERLY 
329, HIGH HOLBORN, W.C.I 


CONTAC: T 
70 CONT GT RIAL 
noes BUYERS... 


USE THEIR OWN WEEKLY- 


Purchasing Bulletin 


Published by 
PURCHASING OFFICERS 
ASSOCIATION 


Wardrobe Court 
146A, Queen Victoria Street 
London, E.C.4 


Tel: CITY 58489 


Industry in 
65 Countries 


; 


Y 

wd | 
The Mining journal bord 
is George Sarees eee” 


Te Mor 


won Vee > 


Journal of the 
INSTITUTE OF PUBLIC 


SUPPLIES OFFICERS 


Read by Chief Officers who purchase for 
* Hospitals 


*® Local Authorities 
* Nationalised Industries 
40 Sackville Street, London, W.1 
Telephone : Grosvenor 7281 


Transport 


PASSENGER 
TRANSPORT 


* 


Your announcement in “ P.T.” 

reaches ope rators and manufac- 

turers of the world's largest road 
vehicle fleets. 


* 
PASSENGER 
TRANSPORT 


Telephone HOLBORN 9914/5 


Timber Trade 


——The 


WOODWORKING 
INDUSTRY 


The technica! Journal of the 


timber using industries. 


180 Fleet St., London, K.C.4 


Tel.- CHA. 6844 
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Chart shows men’s 


fashion colours 


Style for Men has started pub- 
lishing a series of six-page colour 
chart insets the keynote of which 
is colour They have been pre- 
pared in co-operation with the 
British Colour Council. In each 
chart one colour will be featured. 

The first, devoted to brown, 
illustrates the various blending 
shades in a complete range of 
men’s garments. from hat to 
shoes. 

Four advertisers have linked up 
with the feature Wain Shiell & 
Son Ltd. for the suitings; Gren 
ville for the tie; Christys’ for the 
hat and Van Heusen for the shirt 

In March the Colour Chart will 
be devoted to grey, in May—blue 
June green, September-—-grey, 
and October brown again. The 
charts, which are folded concer- 
tina fashion, are designed so that 
they can be used for window or 
interior display, and also for 
filing for reference purposes. 


Journals will run 
show again 


1953 National 
Show organised by Poultry 
World and Farmer & Stock- 
Breeder wil) be held on Thurs- 
day, Friday and Saturday, 
December 10, 11 and 12. This 
year, the show returns to the 
National Hall, Olympia, where 
both the gallery and ground floors 
will be used to stage a display 
which, say the organisers, will not 
have been equalled in the history 
of the event 


The Poultry 


New cover for 


centenary year 


Ihe Photographic Journal, 
official organ of the Royal Photo- 
graphic Society and the Photo- 
graphic Alliance, has restyled its 
covers for the Society's centenary 
year 

Section A (general photography 
and kinematography) appears in 
red and buff, while Section B 
(scientific and medical photo- 
graphy, kinematography, photo- 
engraving, and radiography) has 
been retitled The Journal of 
Photographic Science. 


New photography book 

The latest addition to the 
Temple Press “Technical Trends” 
series of books is Modern 
Applied Photography, by G. A 
Jones, to be published on 
February 23 

Consisting of a survey 
present-day scope of 
photography in many branches 
of science and industry, the book 
also describes in detail the prin 
cipal techniques employed in re 
search, investigation and many 
manufacturing processes A 
separate section deals with record 
ing and document photography. 


of the 
applied 
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P. L. STOBO PROVES 


LLISTENING 0 Philip Stobo’s 
thought-provoking address on 
modern trends in advertising to the 
Incorporated Sales Managers’ Asso- 
ciation last week I thought to myself 
that here was another exception to 
Shaw's dictum: *‘He who can, does; 
he who cannot, teaches."” A con- 
spicuous success on the “doing” 
side of advertising—-his advertise- 
ment for the King George VI 
National Memorial Fund was picked 
by Copytaster as the “Ad. of the 
Year"’-—Mr. Stobo has a character- 
istically Scottish belief in the value 
of education. 

When he was a young man in a 
Glasgow agency he won the presi- 
dent's medal of the Institute of 
Incorporated Practitioners in Adver- 
tising, and he was one of the earliest 
holders of the diploma of the Adver- 
tising Association. A keen worker 
for both the Association and the 
Institute, he set the senior papers 
in copywriting in the Association 
exams last year and for a number of — and 
years has lectured to the Institute's 
Finals students. Incidentally, as a 
council member of the Institute he 
was elected to represent Fellows 
and Associates as such, 

Mr. Stobo has been with Benson's at 
for 18 years—apart from six as an and 
officer in the R.N.V.R. (motor gun- 


looks after a number 


chief, 
Quite a number of 


decisive style in debate 


SPACE BUYING 
1S NEVER 


BUT ALWAYS 
A MATTER OF 


CONSIDER THE UNIVERSE 


THE FACTS ARE 


The Universe is influential 
It is a necessity to Catholic readers 


It gets into the home and is read by the 
whole family 


The Universe readers answer advertise- 
ments 


THE FIGURES speak for themselves 


over 235,000 copies weekly are sold 


Buy in the right market and get QUALITY 


Phan rec QUANTITY - RESULTS at 40/- per s.c. inch 
SE | The Wn 
ye Uiniverse 
FIELD HOUSE - BREAMS BUILDINGS - LONDON - EC4 


boats and motor torpedo boats). He 
is director in charge of creative work 
of 
accounts, of which Austin’s is the 


people are 
wondering whether he will be speak- 
ing at the Association's Conference 
Eastbourne, for his thoughtful 
at 
Brighton was a revelation to many. 


L. to r.: K. B. H. Edwards (chairman, Willing & Co., Lid.), John Rosswick 

(advertisement manager, “Daily Herald’), H. F. Overy and E. T. Fennell 

(respectively managing director and director of Willing’s Press Service) at 
a cocktail party given by Willing’s to the press and suppliers. 


* 


Honoured by 
France 


MEANAGING director of Practical 
Press Ltd., R. H. Rockliff, has been 
created an officer of the Academie 
Francaise with the award of the 
“Palmes Academiques” in recogni- 
tion of his services to France. 

This unusual honour paid a 
British publisher by the French 
Government is due to Mr. Rockliff’s 
wartime service as publisher of 
France (the daily newspaper pro- 
duced in Britain from 1940 onwards 
for the Free French) and his life- 
long interest in French culture and 
literature. 

The Rockliff Publishing Corpora- 
tion, the book publishers associated 
with Practical Press, has published 
many English translations of works 
by leading French writers, while the 
catering trade journals of Practical 
Press have consistently encouraged 
understanding of French culinary 
art in Britain. 

Monsieur FE. Raux, French Consul 
General, presented Mr. Rockliff 
with the award at a gathering of 
distinguished members of — the 
French colony in’ London last 
Thursday. 


Confounded by 
his logic 


y 
WOwuR wisdom has guided us 
Your wit has delighted us. Your 
logic has confounded us. 

This was the inscription written by 
senior members of G. S. Royds Ltd. 
in an illuminated souvenir book 
given, along with a handsome 
cheque from the staff, to A. C. L. 
Hill, copy chief, who recently retired 
from active work on his seventicth 
birthday. 

r. Hill was in a sense a Royds 
man before there was a Royds 
agency. G. S. Royds was London 
manager of Osborne-Peacock Co.., 
Ltd., when Mr. Hill joined that 
agency in 1919, and when the Royds 
agency was established in 1926 Mr. 
Hill joined it as senior executive, 
with copywriting as his chief interest. 

He retains his seat on the board 

* * * 


THE initials in the name T. H. M 
Partners refer to three bright young 
people who are celebrating the first 
anniversary of their firm by moving 
into new premises at Dover Street 

John Tandy is a_ packaging 


specialist, who has exhibited paint 
ings in Paris and London and, dur- 
ing the war, as a director of the 
Lonsdale Hands company, did con- 
Structional camouflage work for the 
Air Ministry. 


Lucy Halford is ao 


* 


interior designer who, by 1950, had 
decorated more than 200 public 
houses and hotels. Derek Mills is a 


packaging specialist and typo- 
grapher, 
* * * 


AAN advertisement man who has 
been hit by the flood disaster is 
L. A. Cade, the Fleet Street repre- 
sentative. Mr. Cade lives at Thorpe 
Bay. It was the barking of his dog 
that awakened him at 1.30 a.m. on 
the Sunday morning. Fortunately he 
was able to evacuate his wife, small 
son, and the dog and they are all 
now staying with relatives. 

r. Cade’s home is a bungalow, 
so that every room has been dam- 
aged by the water, which rose 
waist-high, 


Bought a shirt 
(eye-patch) 


"TALKING with Brian MacCabe, 
managing director of Foote, Cone & 
Belding, London, on his return to 
London recently from a trip to 
America, I discovered that an ad- 
vertising man can be “‘sold”’ by good 
advertising. Mr. MacCabe admitted 
happily to buying and wearing a 
Hathaway (“black eye patch”) shirt. 
“It's as good as David Ogilvie's 
advertising,’ he said, “and it fits!” 

I asked what reactions he had had 
op his recent appointment to F.C.B. 
Inc.'s American board. “Everybody 
has been very kind,” he replied, “and 
I've had letters from a lot of people 
at home and abroad. The interest- 
ing and nice thing is that they have 
all taken the news as ‘good news for 
British advertising’.” 

Mr. MacCabe has, of course, 
resumed his busy life at Hill Street 
with a round of client meetings and 
other business. 


Contact 


WEEKS WISECRACK 


“So you'd like to see the 
population of Yorkshire 
broken down by age and 
sex?” 
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CINEMAS — 


place their 


ee y © 
Screen Advertising lights 


in the hands of 


44 
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Facts not to be ignored when planning screen 
advertising : 


rad 

« Well over 1,000 cinemas to choose , 

from in the Younger network. 
« Many are solus to the town. , ‘ v 
« Filmlets and Budget Films from 20 to ; fe 
50 feet. . 4 0 
¢ The cost of a filmlet is 10/- per cinema | a 
per week. ‘ ; 
‘ : & 
Details of this economic medium from:— g 


Daniel F. Warnock, N 
Director of National Sales. _ A. Bee ks 


Member of the Screen Advertising Association and of the Association of Specialised Film Producers. 


YOUNGER PUBLICITY SERVICE LTD - 28 ALBEMARLE STREET - LONDON - W.1I - REGent 6593 
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THAT the exhibition of original 


drawings from Punch, which has 

been seen by 25,000 people in New 

York and Philadelphia, will be 

open at the Library of Congress, 

Washington, to-morrow (Friday). 
* * 


* 

THAT the Ouzledale Foundry Co. 
have booked a space on Blackpool's 
Electric News Sign to advertise 
Firemaster fires. 

* y 
THAT Erie N. Baurleton, an asso- 
ciate director of Armstrong-Warden 
Ltd., has been elected to the coun- 
cil of the British Sales Promotion 
Association, 

* . ¥ 
THAT £1,000 has been given by 
Albany Ward, of the Award Adver- 
tising Services, Ltd., Salisbury, to 
meet the cost of renovating and 
furnishing “‘Eventide’s’’ new social 
centre for the old people of Salis- 
bury. 

* * ¥ 
THAT Wilson Midgley, who has 
edited John O’London's Weekly for 
the past ten years, will retire shortly 
and will be succeeded by Webster 
Evans. 
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ADVERTISING 
DIARY 


Friday. February 13. 

Jers SALes MANacers’ Assoct- 
ATION Max Moffett and J. H 
Webb on “Selina by science 
Hibernian Hotel, Dublin, 7 30 pm 

PUBLICITY Cus or = LecrsTer 
R. N. Bright on ‘The B.B.C. tran 
scription service.” Bell Hotel, 


BeisTo. aNpD West Pusvicity 
Civa, Neville Kemp on “Engrav 
ing processes in advertising (edu 
cational Jec'ure.) Grand Hotel 


y 17. 

REGENT ADVERTISING CLUB 
L. W. Desbrow on “Economics.” 
(educational lecture.) 

BimMINGHAM PuBLiciry Assoct- 
ATION luncheon mecting Imperial 
Hotel, 12.30 p.m. Evening meeting 
D. P. L. Matthews on “Presenta 
tion of Vogue.” Queen's Hore! 

m 

ADVERTISING CREATIVE CIRcLe 
Sir Hugh Casson on “The Corona- 
tion street scene” 4 Whitehall 
Court, 6.45 pm 

Instrrure or Pustic RELATIONS 
Charles Mansel! on “Working with 
the printer.” British Federation 
of Master Printers 11) Bedford 
Row. WC.1, 6.10 p.m 

CLASSIFIED ADVERTISEMENT CON 
vention. Grand Hotel, Birming 


ham 
Wednesday. February 18. 

ADVERTISING ASSOCIATION quar 
terly luncheon. Claridecs 

ADVERTISING CLUB OF OKPORD 
iss Mary Scott on “Writine§ to 
sell goods."” City Restauramt, Corn- 
market 
Society or Dirtoma Mrmares 
OF THE ADVERTISING ASSOCIATION 
monthly dinner Berkeley Court 
Restaurant, Baker Street, 7 p.m 
Thursday, Feruary 19 

Pusticiry CLUB OF Newcastle 
ON- TYNE Freddie Sales on “The 
importance of sales." Crown Hote! 
I pm 

Berks anny Bucks = Puniterry 
Crus, John Derry on “Film Sorips 
Roval Hotel, Slough 745 pm 

Pusticrry Crus or Lees The 
Vicar of Leeds on “The state of th 
church to-day.”’ King Edward Res 
tauramt. 12.30 pm 
Friday, February 20. 

INCORPORATED SALES Manacees 
ASSOCIATION = students conference 
Victoria Halls, Bloomsbury Square 

ct 
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MANCHESTER §=PuRtictry Associ 
ATION Ladies’ night Midland 
Hote! 
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We Hear— 


THAT Ronald Empson, managing 
director of Auger & Turner Ltd., 
and William Kern, managing direc- 
tor of Autur Display Organisation 
Lid., arrived back in London from 
Jugoslavia last week-end where 
they have been making arrange- 
ments for the next International 
Trade Fair from September 12-27. 

# * + 
THAT the Manchester City News 
staff have produced this year’s 
Splash for the Manchester Press Ball 
in aid of journalistic charities. 

* * * 
THAT a United States Appeal 
Court has reversed a Federal Trades 
Committee ruling and decided that 
Carter Products can use the word 
“hier” for their Carter's Little Liver 
Pills. 

* * 

THAT R. F. White & Son Ltd. are 
handling the publicity for the Lord 
Mayor's National Flood, Tempest 
and Distress Fund. 

” * » 
THAT Donald Smee, creative direc- 
tor of Auger & Turner Ltd., who 
has been in hospital for eight weeks, 
has now returned to business. 

* * ” 
THAT new members of the Incor- 
porated Society of British Adver- 
tisers are: The Brewers’ Socicty, The 
Edison Swan Electric Co., Ltd., 
and Arpic Engineering Co., Ltd., 
Glasgow. 

* * * 
THAT Cowlishaw & Lawrence 
(Advertising) Ltd. have been ap- 
pointed advertisement contractors 
for a souvenir programme of the 
musical pageant “Hiawatha,” to be 
revived this year at the Royal 
Albert Hall. 

* + * 
THAT George H. Phipps, adver- 
tisement manager of Lutterworth 
Periodicals Ltd., is making favour- 
able progress following an operation. 

* Sg * 


PFHAT Colman, Prentis & Varley, 
Ltd., are offering £50 for the most 
outstanding work in the Young 
Contemporaries art show. 
* * 

THAT in times of trial and crisis 
newspapers always showed the right 
spirit, R. E. Wilson, editor of the 
Stockport Advertiser, told Stockport 
Rotary Club, commenting on the 
flood disasters. 

* * * 
THAT London Press Fxchange, who 
lead the London Advertising Foot- 
ball league table, suffered their first 
defeat of the season on Saturday. 
when they were beaten by bottom 
of the table Dorset House, 2-1! 

* * * 


THAT a Printers’ Coronation Ball 
is to be held at the Lyceum Ball- 
room in the Strand on Monday, 
March 9. Proceeds will go to the 
tlovd Memorial (Caxton) Seaside 
Home at Deal, which gives conva- 
lescent and medical treatment for 
those in the printing and _ allied 
trades, 
* * 

THAT the winning design in a 
Coronation kitchen competition org- 
inised by De La Rue, makers of 
Formica laminated plastic, will be 
built full size on the firm's stand 
{ the Daily Mail Ideal Hom« 
f xhibition. 
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C. R. Casson Ltd. placed the advertisement on the ‘eft in the “Daily 
Telegraph” on January 23. One result was nearly 40 ‘letters and telephone 
calls from doctors and radiologists pointing out that the heart was in 
the wrong place. On Tuesday this week Cassons made amends with 
the advertisement on the right and some good-humoured copy, thanking 

the experts for putting them right. 


LEGAL AND GAZETTE ; 


Validity of option clause in hotel 
booklets appeal case 


The Court of Appeal on Monday 
decided an appeal by General Publicity 


Newspapers Ltd, and editor of the 
Evening News, left £26,347 1s. 9d. gross, 


Services Lid., advertising contractors, of £25,877 lis 10d. net. 

Dover Street. London, W.. against the Sm Haroto Cecir Ausrey Harms- 
judgment of Mr. Justice Lioyd-Jacob ir WoRTH, otf lichester Place, Kensington, 
the Queen's Bench Division last Octob ; chawman of Wes. Country Publications 
awarding them £1 damages for breach «! Ltd., the Harmsworth Press, and the 
contract against Mrs. Amy Rose, former y 


Western Morning News, and the Western 
proprictress of Linden Hall Hotel, Sou'h Times Company teft £235,854 12s. Id 


Kensington gross, £204.494 16s. Sd. net 


Mr. Roy Wilson, Q.C. for the com Precy Baas, of Pixi Cottage, The Ridge- 
pany, said that the appeal raised ques- way Cxshott, Surrey, for over 30 years 
tions as to the validity of an option ym the publicity staff se Amalgamated 
clause in a contract and as to the Pres left £3,886 10; gross 
measure Of damages for breach of th £2.48) 26. 11d. net 
contract In March 1950 the company CHartes Herpert Niven of The 
contracted with Mrs. Rose to print 4,000 Grange. Marden, Devizes, Wilts.,  for- 
hotel tariff booklets They obtained ac- meriy of Malacca, Straits Settlements 


vertisers and paid for the printing, the crector of 
booklets being supplied free to Mrs. Rose 
She agreed to circulate and display them 
over a period of three years, and to give 
the company an option of re-issuing them 
for a further three years The booklets 
were supplicd in August 1950. and in 
the folowing November Mrs. Rose sold for the well-known “King Penguin” series 
Linden Hall Hote! and was a member of the celebrated 
Mr. Percy Lamb. Q.C., for Mrs. Rose “Unnamed — Society’ of Manchester 
said that Mr. Justice Lioyd-Jacob found lett £6,365 Os. 3d. gross, £6,279 14s 
that she had disposed of all except 200 net. 
to 300 of the bookicts when the hotel 
was closed The option clause provided 
that, if at the end of three years the 
hote! was still being used as an hotel, the 
plaintiffs were to be given the oppor- Portt: Advertising Service Lid, 28 
tunity to re-issue the booklews but. Oxford Road, Manchester, 1 Nominal 
counsel contended, the clause could not capital £1,000 Directors: R. BP. Wright 
be construed to mean that the proprictress and D. O. Waring 
or her assignee would continue to operate Grosvenor Publicity Service Ltd. 
the hotel for at least six years Kensington Church Street, London, ‘wi 
Lord Justice Somerve! giving judg fo take over business of a publicity and 
ment, said that the sa of the hotel was advertising consultant, adviser and 


Portsmouth & a 
Newspapers, Ltd., left £116,244 14s 
gross, £115,004 Is, 3d. net 

WitttamM GRimMMOND, of Sunnyside. 
Rowledge, Farnham, Surrey, artist, for- 
mer art director of the London Press 
Fxcnangee. who designed several covers 


NEW COMPANIES 


no answer in i'seilf to the claim The organiser carried on by Kerfoot C 
basis of the claim was an all sged loss of Grosvenor-Brown. Nominal! capital £900 
advertising revenuc. “I think,”’ said his Directors. K. C. Grosvenor-Brown, N, I 
Lordship, ‘that Mr. Justice Lloyd-Jacob Irvine, Paula Grosvenor-Brown and Ruth 
construed the words ‘over a period of Irvine 


three years’ as meaning ‘within § three H. R. Associates Ltd., Advertising and 
years." In my opinion there had to be a publicity agents Nominal capital £500 
display and circulation of the booklets Directors, H. R. Ridgway. 98 Wakemans 
over a period of three years Hil! Avenue, Kingsbury, London, N.W.9 
“The plaintifis als red damages Mrs. W. M. King. 6 Southway, Car 
in respect of a iurther toree years, rely- shalton Beeches. Surrey 
ing on the option cisuse, but I think Production Services (Radio & Tele 
that the terms of the clause Indicate that vision) Ltd. To organise and produce en- 
bor: parties con’emplated that the tertainments and shows Nominal capi 
option would be exercisable only if the tal: £100 Subscribers: Margaret M 


defendant was still carrying on the hote Towers, 84 Hallam Street, London, W.1. 
The part of the claim which relates to and F. J, Pellman, 119 Amb! ecote Road. 
that period fails. The partics have agreed Grove Park, London, S.E 


that the company’s Joss of revenue in the (The 
ave three years was #70. but I think that new 
the proper figure to be awarded is £50. 
and [ wou d allow the appeal to that taken from =.  ~ A Rexister compiled 
extent. Registration Agents, 116 Chancery Lane 
Mr. Wilson, who asked for leave to London, W.C.2.) 4 
appeal to the House of Lords on the , icin e's 
question of the option clause. said, 
“There are a large number of these con 
tracts, and the plaintiffs have always 
assumed that the option clause was a 
valid one.” Leave to appeal was refused 


above-mentioned particulars B 


CHANGES OF ADDRESS 
Sidney-Barton Ltd to Broadway 
Chambers, 7 Ludgate Broadway, E.C.4 
aa Times of Ceylon Lid. to Stuart House 
1, Tudor Street, E.C.4 
Wm. Sanderson and Son Ltd. (adver 


WILLS tising department) to Bath House. Picca 


Lorne McNem Campsetr, of $4 ~~ dilly, London 
Caste'nau. Barnes. SW. formerly of Putt Promotion ee Ltd. to 17-19 Strat 
Street Svdney New South Wales ford Place, 
manager of the London office. of the Wilson Studios Ltd. to 270 Lough- 
Consolidated Press of Australia for 17 borough Road, Leicester 


years, left estate in England valued at Percival Marshall & Co., Ltd. to 19/20 
or 12s “, Noe! Street, Landon, W.1 

“HARLES INNES Bratrivp. of 7 The Coverit (Laminates) Lid. to 5 
Quillot. Burwood Park ’ End. Gaae 


Walion-on- Works, Whitehorse Road. Croydon, 


Thames, a former director of Associated Surrey 
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tlave you had your copy / 


/ §. Six two-minute 
Hf nea viene were 
///// shown, in addition to all 
// other media employed, ina 
precisely defined area called 
the ‘Test Area’. They were 
/ shown for one week each at 
' approximately monthly intervals 


in 77 out of 140 cinemas. 


2. Sales increase in the Test 
, Area was checked during the 
/,/ 20-week period of the Test and 


Hy compared with sales in an equally 
Hy precisely defined ‘Control Area’. 
/ i 


Wi 3. During the ‘base period’, that 
/ if 
HH 


//// 1s during the 20 weeks before the 
HI film showings, Product X had 


/// 27°., of the market in the control 
/ . 
i area, 26"., in the test area. 


} 


26", for the control area,33",, in the test area, 


4. During the 20 weeks of the test period, 
Product X’s share of the market averaged 


where the films were shown. 


These are the bare facts of a remarkable experiment in film 
advertising ; the full story behind the spectacular results achieved eu, 
is told in ‘The Selling Power of Screen Advertising’, 

a 32-page booklet published by Theatre Publicity Ltd. 

If you have not had a copy get your secretary to ring 

the Sales Promotion Department at Hampstead 4424. 


THEATRE PUBLICITY LTD - Serving Screen Advertisers 


HEAD OFFICES . 124-128 FINCHLEY ROAD, LONDON, NW3 (HAM, 4424) ye SALES & PRODUCTION: f1LM HOUSE WARDOUR STREET, LONDON, W1 (GER. 9292) 
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Current Advertising 


Paints in 999 colours to get 
big ad. backing 


A new paint mixing scheme 
being introduced by Jenson & 


Nicholson Ltd., makers o 
Robbialac paints, is to be given 
heavy publicity backing. 

The system, it is claimed, will 
make available paints for all pur- 
poses in no fewer than 999 
colours. Stockists will carry an 
album illustrating the 999 colours, 
Customers will be asked to bring 
a sample of the colour they want, 
or the colour they desire to 
match. 

Two base paints will be avail- 
able--white and grey, together 
with tubes of Colourant in 16 
different shades. Any colour can 
he obtained by mixing a 
Colourant with a base paint. Both 
will be available in several sizes 

the shades being obtained by 
adjusting the quantities used of 
either the base paint or the 
Colourant. 

Advertising, handled by Col- 
man, Prentis & Varley Ltd., will 
break next month. Initially the 
system will operate in London 
and an area stretching roughly 
from the Wash to the Bristol 
Channel. Large spaces have been 
booked in London evening news- 
papers and provincial newspapers 
together with posters on the 
London Underground and British 
Railways. 

Voice & Vision Lid. have been 
appointed public relations ad- 
visers 


Record scheme 
by Steiner 


D.C, Lotion--the “D.C.” stands 
for dandruff control—is a new line 
being introduced by Steiner Products 
Lid. It will be advertised in class 
women’s magazines and Men Only. 

Steiners, who appointed Legget 
Nicholson & Partners, Ltd. to 
handle their account on January 1, 
are running their biggest-ever cam- 
paign this year. An extensive list 
of women's monthly magazines and 
other class papers will be used. 


New J. B. corset: 
scheme in March 


Introduction of the J.B. Ripple 
Dual-Stretch range of corsetry by 
J. Blair & Son, Ltd., will be backed 
by a heavy advertising campaign 
which will be launched early in 
March. 

Preliminary trade press advertising 
has already started. An extensive 
list of national daily newspapers 
and women’s magazines will be used. 
London Underground cards will 
follow. The agents are Osborne- 
Peacock Co., Ltd. 


NEW MARMALADE 


A new thick marmalade is being 
launched by James Keiller & Son, 
Lid., under the name of Thick Chip. 
Keiller’s Litth Chip has been on 
the market for some time. At present 
the advertising for Thick Chip is 
confined to point of sale material 
C. J. Lytle (Advertising) Ltd... ar 
the agents, 


314 


Shoe account moves 


Marketing Consultants Ltd. 
are taking over the advertising 
for Edwards & Holmes Ltd., 
makers of Husk-ees Kumf-ees 
and Seeba women’s shoes. There 
will be no change as regards the 
dealer co-vperative advertising 
service which is handled by 
Wilismore & Tibbenham (Nor- 
wich) Ltd. 

Footnote :—Paul FE. Derrick 
Advertising Ltd., who were pre- 
viously responsible for this 
account, took a full page in the 
shoe trade press this week stat- 
ing that they were “now free to 
offer their skill and experience 
to any shoe manufacturer who 
wishes to increase or consolidate 
his position in the trade.” 


Strads—new slacks 


Heavy advertising will break on 
| March 19 for Strads, a new range of 
slacks being introduced by Osband 
Bros. Ltd. Spearhead of the cam- 
paign will be a half-page in the 
Daily Express. This will be fol- 
lowed by ads. in national news- 
papers and provin¢ial evening 
papers, 


The slacks are being made in 
worsted gaberdine and worsted 
corduroy in a variety of shades. 
Copy will stress some of the out- 
standing points. 

he Strads will sell at from 
79s. 6d. upwards. R. S. Caplin Ltd. 
are the agents. press and women’s magazines. 


Record macaroni drive 


biggest ever scheme for 


Macaroni. 


Quaker Oats are launching the 
Quick 
Erwin Wasey & Co., 
Ltd., are booking spaces in national 


e AT A GLANCE e 
ACCOUNTS MOVING: 


Janus Ltd., retail chain of lingerie and hosiery shops to Haig- 
McAlister Ltd. (national newspapers and provincials giving 
coverage to local branches); Delmont Fashion Co. to Ripley, 
Preston Co., Ltd 

The Villiers Engineering Co., Ltd., to G. Street & Co., Ltd. 
(national dailies and weeklies, class magazines and technical 
papers). 

Edward & Holmes Ltd., shoe manufacturers, to Marketing 
Consultants Ltd. (except dealer co-operative advertising which 
remains with Willsmore & Tibbenham (Norwich) Ltd.). 


NEW ACCOUNTS: 


Giusti & Son Ltd., manufacturers of ice cream freezers and 
food and chemical process plant, for John Benington Ltd. 

Leicester Caravan Centre for G. Street & Co., Ltd. (half- 
pages and other large spaces in provincial dailies and weeklies). 


NEW CAMPAIGNS: 


Coldrator refrigerators (Stuart Advertising Agency Ltd.), 
women’s press; Steiner Products (Legget, Nicholson & Partners 
Ltd.), class and women’s monthly magazines; J.B. corsetry 
(Osborne-Peacock & Co., Ltd.), national newspapers, women’s 
magazines, and trade press, Silhouette corsetry (R. S. Caplin 
Ltd.), national newspapers, women’s magazines, and trade press; 
J. & S. Bickley Ltd. (W. S. Crawford Ltd.), advertising for snow 
white nylon fur fabric with double page spreads in Vogue, 
Harper's Bazaar, The Tatler, The Queen, Vanity Fair and trade 
press; Cater Rentals Ltd., hirers of catering and bakery equip- 
ment (Allardyce Palmer Ltd.), full pages in trade press; “Miss 
Twilfit” corsetry (G. S. Gerrard Ltd.), advertising in national 
press and women’s magazines starting in the spring: Strads slacks 
(R. S. Caplin Ltd.), mational newspapers and provincial evenings 
starting March 19; Chalet furnishing fabrics (F. John Roe 
Advertising Ltd.), women’s weekly and monthly magazines, and 
trade press; Sumrie junior suits (the Robert Freeman Co., Ltd.), 
trade press and showceards, leaflets and window display material 
for the Len Hutton competition; Viscana underwear (Stuari 
Advertising Agency Ltd.), national magazines and trade press: 
Quaker Quick Macaronj (Erwin Wasey & Co., Ltd.), national 
newspapers and women’s magazines; Ibeol, Sanilay and Miraglo 
(Erwin Wasey & Co., Ltd.), national newspapers and women’s 
magazines; Jenson & Nicholson Ltd. (Colman, Prentis & Varley 
Ltd.), London evening newspapers, provincials south of line 
from Wash to Bristol Channel}, and posters on London Under- 
ground and British Railways; B.O.A.C, (Foote, Cone & Belding 
Lid.) national and provincial newspapers and magazines 


OVERSEAS CAMPAIGN: 


Percival Aircraft (Allardyce Palmer Ltd.), overseas appro- 
priation increased to take in aircraft journals in Argentine, 
Belgium, India, Pakistan, South Africa, Australia, New Zealand 
and Canada. 


PUBLIC RELATIONS ACCOUNT: 


Jenson & Nicholson Ltd., makers of Robbialac paints, for 
Voice & Vision Ltd. 
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Publications News 
And Notes , 


‘The Sketch’ looks 
back 60 years 


This week's issue of The Sketch 
marks the Diamond Jubilee of the 
founding of the journal. The 
entire contents are devoted to 
extracts and illustrations from very 
early issues of The Sketch. Several 
advertisements from the Victorian 
era are included—for the United 
Kingdom Tea Company, Hovis, 
Cadbury's, and Fassett & Johnson's 
Geraudel’s Pastilles. 

The present editorial director of 
the Illustrated Newspapers Group, 
to which The Sketch belongs, is Sir 
Bruce Ingram, the grandson of its 
founder, Herbert Ingram. 

~ * . 


Net sale of the Daily Express 
during January was 3,970,615 copies. 
7 * ” 
Centenary Number of The Field 
sold 47,344 copies—some 16,000 
more than the average July- 
December 1952 figure, which was 
itself up on the first half of the 

year, 


Kark Acquisition 


London Mystery Magazine has 
been bought by Norman Kark 
Publications Ltd. and will be pub- 
lished by them quarterly, at 2s. 6d. 

The first issue under the new 
regime, just out, carries no adver- 
tising. Subsequent numbers are, 
however, accepting ads. Doris 
Richardson is advertisement director. 

* * * 

Double-page spread portraits of 
members of the Royal Family are 
being published every day this week 
in the Daily Sketch. For children 
the paper is to run a £200 scrap- 
book competition. Competitors must 
use the Daily Sketch Souvenir Book 
of Coronation Cuttings, which 
costs 2s., and only pictures from 
the Daily Sketch may be used. 

* * * 

Net saie of the Daily Telegraph 
during January was 977,176 copies 
daily. 


* * os 
Coronation photographs form a 
special class in the Collins Magazine 
1953 Photograph Competition. De- 
tails are announced in the March 
issue. 


Another edition 


Reader's Digest is launching its 
29th international edition, the Indian 
edition, in September. Published in 
English, it will circulate entirely 
within India, with a guaranteed net 
sale of more than 40,000 a month. 
Full page monochrome advertise- 
ment rate is Rs. 1,000 (£75); agency 
discount 15 per cent. A _ brochure 
heralding the new edition lists some 
of the internationally famous adver- 
tisers among the 689 who use these 
international editions. 

* * + 

A new two-shilling monthly is 
Anglo-French Digest, which con- 
tains extracts from novels and 
articles in French, followed by their 
English translation, and also a cross- 
word puzzle and a poetry competi- 
tion. First issue contains 32 pages 
(84 in x 54 in.). Full page adver- 
tisement rate is £12 10s.; guaranteed 
minimum circulation, 5,000 per 
month. 
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FEBRUARY 


12, 1953 


There is bustle in Advertising just now. Some schemes 
are already launched—others being prepared. 

We would like to discuss one aspect of planning. 
Although an Advertising Agent can create demand he 
can’t be sure of creating sales. 

Creating demand without a sufficient percentage of 
Retail Distribution is a waste of both energy and 
money. It encourages substitution and may theretore 
help your competitors. 

Where products are sold through wholesale channels 
it is difficult to check up distribution, but if for example, 
a grocery product were distributed through this means, 
75 or 80°, might be regarded as satisfactory. 

It is a fact that some grocery products have a higher 
percentage, but the average for most products of all 
kinds is remarkably low. Some are Nationally 
advertised on distribution figures of between 15 and 
20%. 


| MEAT EXTRACTS *® SOFT DRINKS 
| FURNITURE POLISH * KNITTING WOOLS 
WATCHES AND CLOCKS *® TOBACCOS 
CIGARETTES *® DISINFECTANTS 
SHAMPOOS & SOAPS * CONFECTIONERY 
RAZOR BLADES *® PUBLICATIONS 
GROCERIES * PET FOODS * CHEMISTS’ 
SUNDRIES *® ETC. | 


iain 


THE 
“WET TOWEL” 
SEASON! 


COUNTER PRODUCTS LTD. 


24 HIGHBURY PLACE, LONDON, N.5 


There is not much sense in spending big advertising 
money on low distribution figures. If you persuade 
a consumer to buy and then he finds it difficult to 
buy, all you have done with your advertising is to 
draw attention to one of the disadvantages of your 
product the fact that it isn’t readily available. 

20°, or less distribution is a stop-gap figure. It doesn’t 
justify National advertising effort unless you are using 
that effort to force distribution. 

The merit of a particular advertising appeal can only 
be assessed if it has a fair chance, and to have that 
chance it must be supported by something like adequate 
distribution. 

Our job is to provide an effective background of 
distribution to advertising, and what is more, to do it 
at speed. We are carrying out extensive campaigns 
right now for many well known advertisers. Some are 
local, in industrial areas such as Lancashire and the 
West Riding. Some are National and some are quite 
small and of an experimental nature. 

We campaign all over the United Kingdom—as far 
North as Aberdeen and South as far as Plymouth 
Most of our clients are manufacturers of branded 
packed proprietary articles, and a glance through the 
list on this page will give you an idea of the range ot 
our activities 

If you are doubtful about the state of your distribution 
in relation to your current plans, please get in touch 
with us or ask us to send you our booklets. 


Telephone: CANonbury 2050 and 2600 


Directors: Bede Egerton (Managing), D. K. Moore 


ADVERTISER'S WEEKLY 
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APPOINTMENTS VACANT 


: ADVERTISER'S WEEKLY 316 


CLASSIFIED ADVERTISEMENTS 


} APPOINTMENTS WANTED, 3s. per line, 35s. per display panei inck, All other DISPLAY and 

m classifications, 4s. per line, 45s. per display panel inch. Minimum. 3 limes. Box No, 
charge, one line plur 9d. covering Series rates on application: all ioe ADVERTISING 
advertisements under seven insertions MUST BE PREPAID Address “Advertiser's 


Weekly,” 180 Fleet Street, London, E.C.4. CHAncery $844 (Ex. 25). Important national advertisers ce- 


quire a — of — and —_ ~~ 

, t ert > a 

APPOINTMENTS VACANT and ‘sales in Grocery and. Pharma- 
ceutical Trades. In the first instance 


Situations Vacant; “T \\ ertisements he will be primarily concerned with 

be made, Groesh’' Lora! OBte et the Miienet takers schciaed Emplerenet | | Deiat of sale display. providing tne 

sales force with the material 1o make 

_ . et is a man aged ~ ag gt y , de. woman aged 18-59 —i extensive national advertising more 
* provisions 


the effective. Success in this ficid will 
Nodicetion ‘of Vacancies Order 1952." secure speedy appointment as co- 


ordinator of all promotional activitics. 

Apply, giving full information in- 

cluding details of education, previous 

experience, age (preferably under 40) 

and any facts likely to aid selection 
to 


Could YOU run an 
Advertiser's wenn an Fleet St EC4 
ite Agency in India? | STRTRTN ST appar vai? 


room . for International Trade Keference 
Three-year contract in first place offered to ambitious, Book, to obtain orders for Entrics and 


This is the reception room at the 


j new Time-Life building in 
Bond Street, London. This _ 
was designed by Sir Hugh Casson 


Displays. Excellent terms and ma- 
and Misha Black in association with experienced agency man age 30-36 to manage self- —a aun Gas a cies 
Michael Rosenauer. Robin and contained branch of big agency in Indian city. Creative Arnold Corbluth, Century Press Ltd., 


Christopher Ironside designed the 
clock, F. H. K. Henrion the cur- 


79 Gt. Titchfield Street, W.1.  Tel.: 
1472. 


and managing ability both required. 


tain. R. D. Russell, the chairs, and Four figure salary with generous allowances and paid PUBLISHERS of icading [etusrial, wade 
7 ‘ . : i. é S con « 
Ronald Ferns, the carpet. The home leave at end of contract. the appointment of a Midlands manager. 


remainder of this seven-storey build- 

ing is on an equally lavish scale 

incorporating the work of leading 
architects and designers. 


Main responsibiities will be to sell ad- 
vertisement space and to increase circu- 
lations. The successful candidate must 
have proved selling ability. An estab- 
lished connection amongst industrial 
Organisalons ang aGve.tising agents in 
the North and Midlands would be an 
advantage. He will be a pleasant 
personality, aged about 35-45, accus- 
tomed to selling at high level, and 
capable of sustained drive and initiative 
without supervision. He will probably 

based in the Birmingham areca. 
Remuneration, which will be by salary 


Car provided. 
Write and tell us why you would like the job and why 
you think you could do it well. 
Interviews will be quickly arranged in London for select 
list and travel expenses paid. 


Luxembourg 
time rates cut for 


BOX 3936 ADVERTISER'S WEEKLY, 180 FLEET STREET, LONDON, E.C.4 


WATFORD AREA. First class general YOUNG ARTIST required with good 


j artist wanted, experience essential. idea of small lettering and genera! art and commission, will be fixed by 
h Telephone or write for appointment. work. z \ agreement. Only those with the right 
summer mont s Bean Advertising, Ltd., 10 Station Road, Box 3906 Ad. Weckly 180 Fleet St BC4 qualifications should apply in con- 

Watford, Tel.: Gadebrook 3491. fidence 


In an endeavour to maintain | DESIGNER of Printed Wrappings re- Box 3913 Ad. Weckly 180 Fleet St BC4 


the size of listening audiences in |  qhePackaging Industty” Locetion “Mar. EXPERIENCED 
the summer Radio Luxembourg chester. Please provide full particulars Two GOOD JOBS WITH 


Advertising Ltd. will run an | 424 sue gay scared, || PRODUCTION $.A.S 
intensive four or five months MEN WANTED oy 
promotion drive. Prize com- a CREATIVE LAYOUT 


petitions will be devised around Expanding agency requires ex- ARTIST 


sponsors’ programmes with the P ‘ : di 
aS object of holding the maximum International Lae gage _ : 2. PRODUCTION ASSISTANT 
1 audience for the longest possible able to handle in every de an tak oF Game me 


period throughout the evening. 
The aim will be to start, the 
promotion scheme early enough 


group of accounts—possibility of invited to apply for these two 
managerial position for right vacancies. Both should have had 


applicant —send record of ex- at least three years’ Agency 
experience, The artist will create 


Advertising Agency 


require 


to pee the interest of the perience, age, salary, etc., to quickly good, slick layouts, will 
winter = lence. mb Box 3884 interpret and improve rough 

Special air-time rates will be on: Advertiser's Weekly 180 Fleet 8t EC4 suggestions from others and 
introduced this year for June, Bilingual wd will be a good typographer. 
July and August for all air-time LAYOUT ARTIST—ieading  clectrical The Production Assistant will be 


manufacturers seck immediately young 
ae roe Man for age ex- 
panding Publicity Department (Central 
London). Work comprises creative lay- order blocks, typesetting and 
outs for black and white and coloured print. 

advertisements in technical press, pre- Apply. in writing with full details 


paration of publicity and sales leaficts, 
booklets, etc. Some experience of dis- age, previous experience and 
salary required, to: 


play planning and gencral publicity 
Staff Director 


conmmenee. an advantage. Write in 

Te. Gving Cua af GG oe STEPHENS ADVERTISING SERVICE LTD 
crience, & -imens, F 
D . Speci and salary required 11 New Court, Lincoln's Inn, W.C.2 


to, 
Box 3855 Ad. Weekly 180 Fleet St BC4 
BOROUGH BILLPOSTING CO, 


experienced in the internal ad- 


; nels u »>9 pm. Aijir-time 
ae ae - ministration of accounts, able to 


: rates for these three months will 
a be: 7.0-7.30 p.m., £15 per quarter; 
i 7.30-8.0 p.m., £25; 8.0-8.30 p.m., 

‘ £50; 8.30-9.0 p.m., £75. 

; Modifications have been car- 
me ried out at the transmitter to 
P ensure that the 208 signal goes 
; out at maximum strength. Only e 
@ eXperience will show the effect of 

e such modifications on reception 


French/English 


Account Executive 


ARTIST-DESIGNER required 
round competence, but 


with all- 
a particular 


in this country during the summer; He must be thoroughly sumuies 61 Gale Lenten Ment Gites ability for Desisning and | Fisished 
hour of 7-8 p.m. Because of that young intelligent man who has com- nical subjects. years agency 


- . . . f let " odd 
uncertainty a nominal charge is | | experienced in all branches dale Ton a experience essential. Living accommo- 


being made for the first hour of fad +o d ket Planning section. Experience un- gp TAR ,- “yoo 
broadcasting for June, July and of advertising and market- essential, Permanent position with tion of specimens indicating actual 


good prospects. State salary required. 


- work carried out (design, rough, finished 
i August, ing and prepared to be Say MO ie tae Le tect art). Also indication of salary re- 
£ . . . . cic y 

; A listenership survey will be igh Holborn, quired. NEVIN D. HIRST (ADVER- 


based on Paris. 
This is a challenging and 
rewarding opportunity for 


TISING) ras Grattan House, Mount 
Preston, Leeds 2. 

A GENUINE OPPORTUNITY has just 
arisen in the publicity and sales pro- 
motion department of a _ Liverpool 
company for a keen well-cducated 


made in July. 

Reveille’s decision not to pub- 
lish Radio Luxembourg — pro 
grammes after all, marks the end 


A PRODUCTION ASSISTANT is re- 
quired by a London Consultancy spe- 
cialising in technical publicity. Applic- 
ants should have previous experience in 
print and block buying routine. Picase 


: j . - State age, qualifications and salary young man who aspires to advertising 
of a plan that was always of a | the right man. Please write required to management. Immediate responsibilities 
; tentative nature. Box 3917 Ad. Weekly 180 Fleet St EC4 would involve general administration 


" ¥ BOOK-KEEPER /SHORTHAND TYPIST. and catalogue production. Preference 
Clement Cave, general mana- fully to male or female. required as assistant to applicamt with experience of produc- 
ger, Radio Luxembourg Adver to Accountant in Technical Advertising tion, and ability to work on own 


“ Agency Experience of space buying initiative. A reasonable salary is offered 
tising Ltd., states: “When the Box 3957 and preparing space echedules sso with scope for development. Pension and 
plan was formulated, it was Advertiser's Weekly 180 Fleet st EC4 desirable. Should be quick worker and insurance scheme. State age, education, 


agreed to go ahead on an experi- 
mental basis only.” 


"Phone your Classifieds 


| 


be able to —_ facts and detail with- 
out supervisio 
Box 3542 Ad "Weekly 180 Fleet St BC4 


full details of experience and present 
salary in confidence, to 
Box 3914 Ad. Weekly 180 Fleet St BC4 


to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


‘CLASSIFIED ADVERTISEMENTS 


LEADING PHOTOGRAPHIC MONTHLY 


(Established 19360 and A.B.C.) eequire 
services af part-time advertisement 
representatives already covering (a) 
Midlands (b) Lancashire and North 
West (c) North East and Scotand 
Apply Managing Direcwor, Modern 
Camera Magazine, 9 Cavendish Squar 
London, W 
ARTIST. General Artist required fo 
Agency Studio Must be outstanding 
man, age approx. 30/40. Write fully 
giving full particulars including salary 
required to 
Box 3962 Ad. Weekly 180 Flect St EC4 
SPACE SALESMAN required in South 
Western Counties for local displayed 
media Must be capable of earning 
substantia! income. Excellent opportu 
nity for person with initiative. Write 


Box 3909 Ad 


Weekly 180 Flect St EC4 


WOMAN 
COPYWRITER 


Young woman, experienced, 
for work on departmental 
store and consumer accounts 
of women's interest. Good 
working conditions. Salary 
commensurate with 
experience. 


S. C. PEACOCK LIMITED 
21 Leigh Street, Liverpool 


whose talent and 
for creative advertising 


You will have the backing 
a progressive firm of high 
photographers. 
your Board will encourage 
your scope. Your eventual 
on your own efforts; 

ordinate these with th 


ARTIST REQUIRED, 


MAJOR FILM Distributing Company re- 
quire an caergctic Layout Man, about 
20 years of age, who wishes to gain 
more experience and use his own initia 
live. He must have a knowledec of 
Typography and be able to prepare 
working layouts from rough visuals. He 
will be given every encouragement while 
working in congenial surroundings 


j 


App! 
Box 3911 Ad. Weekly 180 Fleet St BC4 


LETTERING ARTIST 


First-class man capable of work- 
ing to type face and in creative 
styles, required by small pro- 
gressive studio. 
Box 3935 
Advertiser's Weekly 180 Fleet St EC4 


PUBLICITY ASSISTANT 


GENERAL 


The Board of GEE & WATSON Ltd 


are looking for a photographer of premier qua! 
inventiveness 


To the right man they say 
THIS 1S NO ORDINARY POST 


(with all that that implies) of 

repute among advertiscrs and 

Your studios are large and wel!-cyuipped; 
your enterprise and ouden 

reward will not depend alone 

you will be able in addix 0 co 


Telephone CENtral 3564 for an appointment 


man 
have buil 
and industrial tect 


j ition 


¢ firm’s general progress 


London area, able 
retouch photographs enginecring subjccts 
to highest standard. Quick and acour- 
ate No amateurs considered, only 
firsts class men able to produce 
examples of finished work need apply 
Salary commensurate with ability. 

Box 3919 Ad. Weekly 180 Fieet St EC4 
required. Must 
vave good education, knowledge of 
engineering and printing with the ability 
to write semi-technical artwork A 
knowledge of photography and artwork 
an advantage. Apply giving details of 
age, experience and salary required to 
Publicnty Manager, J. & E. Hall Ltd., 
Dartford, Kent 

ARTIST for London area, 
used to finished line, wash, retouching, 
lettering, some colour work, Good all- 
round man wanted, able to produce 
cxamples of finished work. No amateurs 
considered. Salary commensurate with 
ability. 

Box 3920 Ad. Weekly 180 Fleet St EC4 


EXPERIENCED SPACE SALESMAN 
required for first<lass media, Existing 
Contracts and Renewals for right man. 


Must be willing to travel. References 
essential. Write or phone: Brittanic 
Publicity & Publications Ltd. 68 
Shaftesbury Avenuc, London, W.1!. 
GERrard 0844/5. 

SILKSCREEN PRINTING London 


firm require Gist class cutter and techni- 
cian. A thorough knowledge of photo- 
Stencils would be essential Good 
wages are there for a capable man 

Box 3946 Ad. Weekly 180 Fleet St BC4 


COPYWRITER 


Required by Vauxhall 
Motors Ltd. at Luton, 
for press advertising and 
sales literature. _ First- 
class opening for a com- 
petent man. Agency or 
advertising department ex- 
perience essential; know- 
ledge of motor vehicles 
an advantage. Starting 
salary up to £750 accord- 
ing to qualifications. 5- 
day week. Write to 
Vauxhall Motors Ltd., 
(215) Luton, Beds. 


CREATIVE LAYOUT ARTIST 


West End Agenc requires 
Assistant Layout an for ex- 
panding Creative Department. 


Agency experience and ability to 


produce first class _ finished 
roughs essential. 
Write stating age, experience, 


salary, etc., to 
SMEE’S ADVERTISING LTD., 
3-5 Duke Street, 
Manchester Square, W.1. 


A VACANCY 


TICKET WRITER 


occurs in a small London 
printers’ office for a man who has 
agency and printing office expericnce 
A slight technical knowledge and an 
abiliy to check costs would be an ad- 
vantage Salary according to qualifi- 
catbons 

Box 3947 Ad. Weekly 180 Fleet St EC4 
OR GENERAL 
ARTIST (female) required for free hand 
printing of diagram and charts prior 


to photo-static reproduction, Victoria 
area Apply with ful! particulars. ex- 
perience, 


age and salary required to 
Box 3915 Ad. Weekly 180 Fleet St BC4 


EXPERIENCED 
ARTIST-DESIGNER 
for packaging and display. First class 
lettering and finished drawings essential. 
J. EDWARD SANDER 
Sta Rathbone ass Oxford Street, 


MUSeum 7788 


PRODUCTION ASSISTANT required in 


London Publicity Department of larec 
manufacturers of Plastics materials 
Young man with good background 
knowledge of printing processes, also 
experience of work progressing. Picase 
reply. stating age, experience and 
salary required. 


Box 3905 Ad. Weekly 180 Fleet St EC4 


VERSATILE Yo oe . AYOU 1 produc- 
ton man requir r small, busy 
agency. Abe t ‘ rk through from 
layout to final! st maintain schedules 


and issuc copy Koowlcdge of type re- 


quired expericna print’ useful 
Interesting, progressiy post for the 
right person State salary required 
Box 3941 Ad. Weekly 


Ik0 Fleet St BC4 


ADVERTISEMENT 
J by J-cstablished 


ASSISTANT 
MANAGER requir 


monthly busines. journal with S-figure 
ABC net sai Laccptional opening 
for a first class spac alesman, Terms 
acoording to quaiifications Particulars 
of age, experen tc, im strict con- 
fidence to 

Box 3893 Ad Week 


y 180 Fleet St BC4 


ADVERTISEMENT REPRESENTATIVE 
leading Londen technical publishers 
have vacany in London and Home 
Counties arcas for live advertisement 
representative Applicants should have 
successful space-selling experience, 
ability enthusiasm and ambition 
directed by plenty of eneray The 
appointment offers excellent scope and 
prospees and is intended to be a 
permanent and progressive one. Salary 

comm ssion Pension scheme 

. giving full details of experience 


age, in contidence to 
Box 3857 Ad. Weekly 180 Fleet St BC4 
CARD DISPLAYS ‘cading Manufac- 


turers have vacancy for first-<lass orea 
tive artist experienced in designing Dis 
play Cutouts and t-dimens onal Card 
Units for Branded Goods in style suit 
able for cconomic quantity reproduc 
trons State fully qualifications, age 
and salary to 


Box 3949 Ad. Weekly 180 Fieey St BC4 


Ist CLASS COMMERCIAL 
ARTIST WANTED 


by Manchester 
Agency. The man we want must 
be capable of producing good 
rough layouts and finished draw- 
ings in all media, with the accent 
on line work, particularly furni- 
ture drawing. Our present staff 
know of this advertisement. If 
you think you come up to the 
required standard write in the 
first instance giving salary ex- 

pected to 

Box 3937 
Advertiser's Weekly 180 Fleet 6t EC4 


Advertising 


EXPERIENCED LETTERING ARTIST 
required in the London Studio of 


Alfred Bates & Son, Lid Must be 
quick, clean worker Apply with 
spccimens to Studio Manager, 140 
Fleet Street, E.C.4 


£450/£500 per annum paid to competent 
young man capable of running a small 
Advertising Department in a country 
retail store. Apply 
Box 3907 Ad. Weckly 180 Fleet St EC4 


A seat on 


This exceptional 
between the 
the 


He 


must 


word, already have 
administrator 


already an A 


down such a 
front 


be as deta | 


im a rank agency, 
confidence 


Advertise! 


to Save 


s Weekly, 
those unable 


refrain from applying. 


opportunity occurs 
ages of 34 and 45, capable of directing 
agency's entire approach to visua] presentation. 


the board 


of one of London’s 
fastest growing 
medium-sized agencies 


for a man 


jave a first-class creative background, be an 
all-round advertising man in the fullest sense of the 
substantial experience in con- 
trolling a team of first-class visualisers and be a sound 

Probably the man we are secking is 
zency Director, but this is not necessarily 
a qualifying condition provided that he is holding 
position as Art Director or Group Leader 
Applications, which should 
as possible, will be treated in strict 
and should be addressed to: 
180 Fleet Street, E.C.4 
time on both sides it will be appreciated if 
to fulfil the conditions set out, 


Box 3934, 
In order 


will 


’*Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


THE 
INTERNATIONAL WOOL 
SECRETARIAT 


has a vacancy in the Depart- 
ment of Publicity for a young 
man aS production assistant 
A knowledge of type, the 
printing processes and ability 
to make-up are essential, and 
the applicant should be able 
to prepare artwork for pro- 
duction. Advertising agency 
experience would be an asset. 
Commencing salary £600 a 
year with participation in a 
superannuation scheme. Apply 
to the Secretary, International 
Wool Secretariat, 18-20 Lower 
Regent Street, London, S.W.1, 
marking the envelope “Confi 
dential P.A.” 


A REALLY COMPETENT PACKAGE 
DESIGNER is required by a nationally 
known Industrial Design House. Only 
men with extensive experience need 
apply Write in the first instance giv 
ing details of previous employment, age 
salary required, etc 
Box 3948 Ad. Weekly 180 Fleet St BC4 

ESTABLISHED firm of repute with com 
plete efficient organisation for produc 
ing photographic enlargements prints, 
showeards, silk screening Window 
Display units embracing a much appre 
ciated — service for Advertisers and 
Agencies, require an outside repre 
sentative of proved ability in the Lon 
don area to take over and develop 
existing accounts and make new con 
tacts A substantial salary and com 
mission will be paid to the man who 
will recognise and exploit this excel 
lent Opportunity 
Box 3944 Ad. Weekly 180 Fleet St £C4 
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CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


Situations Vacant: ‘‘The engagement of persons answering these advertisements must 

be made through a Local Ofnce of the Ministry of Labour or a Scheduled Employment 

Agency if the applicant is a man aged 18-64 inclusive of a woman aged 18-59 inclusive 

unless be or she, or the employment, is excepted from the provisions 
Notificaton of Vacancies Order 


1952.” 


results 


TOP FLIGHT CIRCULATION MANAGER 


Important American magazine (no import restrictions) 
has vacancy for enthusiatic live wire who can produce 
in Great Britain. 
experience, present position and expected salary. 
Applications will be treated in strict confidence. 


Box 3938 
Advertiser’s Weekly, !80 Fleet Street, London, E.C.4 


Write giving details of 


of the 


LEADING WEEKLY JOURNAL requires 


first-class advertisement representative. 
Good salary, expenses, pension scheme 


Write 
Box 3916 Ad, Weekly 180 Fleet St EC4 


Leading London Studio has excellent 
working space for 


FIGURE ARTISTS 
Only men of highest ability can be 
allotted this valuable space. 
Please write c/o 
Box 3939 
Advertiser's Weekly 180 Fleet 6t EC4 


LONDON DISPLAY AND EXHIBITION 


Contractors require first class repre- 
sentative with existing connection among 
National Advertisers. Send ful] details, 
including age, experience, salary, and 
commision required 

Box 3904 Ad. Weekly 180 Fleet St EC4 


CREATIVE 


LAYOUT ARTIST 


WANTED 


Front-rank Advertising Agency requires a young 

creative man for important National Accounts. 

Knowledge of figure drawing and typography. 
A flair for lettering. Must be versatile. 


CREATIVE 


LETTERING ARTIST 


WANTED 


Must really understand the purpose of lettering 
for layout, and possess an appreciation of 


typography. 
Apply for appointment to 


Box 3894 
Advertiser’s Weekly, 180 Fleet St,, London, E.C,4 


\ 


WELL KNOWN firm have vacancy for 
Advertisement Representative for high 


grade menu holders and hotel media 
Only those with proved ability to earn 
over £1,000 p.a. apply please 
and commission 


Box 3950 Ad. Weekly 180 Fleet St EC4 


Artist re- 
quired able to illustrate handbooks with 


ENGINEERING Tec 


nical 


line perspectives, ct must also haye 


experience working up photographs in 
spare parts 


200d style for catalogues 
lists, etc West London area S-day 
week. Permanent position State age 
experience, salary required and when 
free. Send no specimens 


Box 3956 Ad. Weckly 180 Fleet St BC4 


f xpenses 


PRODUCTION MAN 


required by well established 
London Agency. Must be cap- 
able of working on own 
initiative and be responsible 
for all press and print produc- 
tion, Only Agency-trained men 
need apply. Applications by 
letter in first instance, giving 
details of experience and 
salary, to: 
PRODUCTION DIRECTOR 


AUSTIN KNIGHT LTD. 
212a SHAFTESBURY AVE., LONDON, W.C.2 


CHECKING CLERK (female) required 
as assistant in Voucher Department 
experience desirable Details 


Previow 
to Staff 
Strand. W 
WEST END STU DIO cequires Layout and 
General Artists immediately WRITE 
For APPOINTMENT. WRIGHT ARTS 
LTD., 49 OLD BOND STREET, W.1 
APPLICATIONS are invited for the 
position of copywriter in the advertising 
department of leading photographic 
firm near London Experience advan 
tageous but not essential Age not 
above 40 Apply 
Box 3955 Ad. Weekly 180 Fleet St EC4 


WANTED A WOMAN 

fo organise Retail Store Promotions 
throughout the country She should 
Possess the following two qualifica 
tions 

1. A good knowledge of advertis- 
ing. including display 

2. A sound marketing background 
She will be backed by an international 
Organisation, and her salary will be 
about S00) op.a plus 


Manager, R.C.N. Ltd 184 
C.2 


expenses 
Write to Box C33s, GLOVERS 
ADVERTISING LTD. Mark Lane 
Bristol, 1 
ARTIST (mate) fully experienced first 


class layout and = finished artwork 
Colour printers, modern studio. John 
Osmond & Co Ltd Derbyshire 
House. W.C.1. TER: 3067/8 
DESPATCH CLERK Young Lady with 
Agensy experience required for Copy 
Despatch Department of busy Agency 
Good salary offered Write fully gy 
ing age, experience and salary eequired 


to 
Box 3964 Ad. Weekly 180 Fleet St EC4 


| 


’Phone your Classifieds to CHA 8844 (Ex 25) 


Fepruary 12, 1953 


APPOINTMENTS VACANT 


ASSISTANT 
MEDIA DEPARTMENT 


A position occurs for a man 
aged 25-30 in the Planning- 
Space Buying Department of 


an important Advertising 
Agency 
The person required should 


have at least three years ex- 
perience in estimate /schedule 
work, and recording of media 
details, etc. He must.also be 
quick and = accurate’ with 
figures. Some  space-buying 
knowledge would be an ad- 
vantage as would an all round 
knowledge of media. 

Write, giving fullest details of 
experience and salary expected. 
Box 3933 
Advertiser's Weekly 180 Fleet St EC4 


REPRESENTATIVE 


GENERAL 


ESTABLISHED 
No limit to earnings Display, Sitk- 
screen exhibitions Goodlands 773 
Fulham Road, S.W.6. RENown 1563 
ARTIST with modern style 
and high standard required by small 
studio, Figure work essential Details 
Box 3945 Ad. Weekly 180 Ficet St EC4 


PRODUCTION ASSISTANT aged 20-22, 


required by growing London Advertising 
Agency Previous agency experience 
essential 

Box 3912 Ad. Weekly 180 Fleet St EC4 


EXPERIENCED COPY (classified) clerk 


wanted at once Full details to Ad 
ver.isement Director, British Medical 
Journa! House, Tavistock 
Square, W. 


LETTERING AND GENERAL ARTIST. 


Fully experienced 
man Reply 
Box 3942 Ad. Weekly 180 Fleet St EC4 


Good salary to right 


LEADING 
LONDON 
AGENCY 


(inc. Practitioners in Advertising) 


have vacancies for capable 
and efficient staff 

with previous agency 
experience for: 


1. Typography 
and layout 


2. Production 


3. Copy detail 
and dispatch 


4. Finished 
artwork 


Write, in confidence, stating age, 
experience and salary required 
to 

Box 3966 


Advertiser's Weekly 180 Fleet St EC4 
Our staff have been advised of this Ad 


EXPERIENCED PRODUCTION MAN 


required. Must be a fast and accurate 
worker. Happy disposition most impor- 
tant 


Box 3940 Ad. Weekly 180 Fleet St BC4 


LETTERING ARTIST required. capable 


of organising and administering inde- 
pendent Title Department Film or 
laboratory experience preferable. Apply 
Box 3918 Ad. Weckly 180 Fleet St EC4 
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12, 


APPOINTMENTS VACANT 


ACCOUNT 
EXECUTIVE 


Man, 27 to 35 (agency 
experience essential) to 
handle group of accounts 
Must have good persona- 
lity and appearance, 
initiative and be compe- 
tent to advise clients on 
advertising policy. The 
position is pensionable 
and there is also a profit- 
sharing scheme. Salary 
commensurate with ex- 
perience. 


FEBRUARY 1953 


Full particulars of adver- 
tising experience, age and 
present salary to 
Managing Director, 


Ss. C. PEACOCK LTD., 
21 Leigh Street, 
Liverpool. 


AVOUT VISU ALISER required for Lon- 
don Agency Must be capable of pro- 
ducing good clean slick layouts and of 
\V sualising when necessary. Top salary 
offered to firs: class man, Full par- 
ticulars to 

Box 3961 Ad. Weekly 180 Fleet St EC4 


BEMROSE PUBLICITY CO. LTD., 
Wellington Street, Derby 
require a good 


PRODUCTION MAN 
with Agency experience 
Quick, reliable worker, 
to keeping accurate records 
Mainly press advertising but 
knowledge of all printing pro- 
cesses desirable. Please write 
giving details of experience 
and age. 


used 


MARKET 
RESEARCH 
ASSISTANT 


Woman, 22-35, good 
tional background, university 
degree preferred but not 
Applicant required 
to compile information, inter- 
view people, write reports, 
some administrative work. 
Maths, matriculation standard 
and accuracy at figure work 
essential. Write full particu- 
Personne! Director, 
John Haddon & Co. Ltd., 
Il and 12 Salisbury Square, 
London, E.C.4. 


educa- 


essential. 


lars to 


ili 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


TYPOGRAPHER 


wanted by 
PRITCHARD, WOOD 
a junior typographer with 


some advertising agency ex- 
perience and having good 
grounding in typography and 
production methods. Write 
tully, giving age, particulars 
of experience and salary re- 
quired to H. C, Caffin, 
F. C. PRITCHARD, WOOD 
AND PARTNERS LITD., 
25 Savile Row, W.1. 


WRITERS | 


VISUALISER, 


A WEST END PUBLICITY Organisa 
ion urgenily requircs a creative artist 
experienced in magazine illustration, 
layout and production, Full details ot 
experence, age, salary required, to 
the Art Director. 

Box 3908 Ad. Weekly 180 Fleet St EC4 

ARTIST. Lettering Artist for Reproduc- 
tion work required by London Studio 
Only First c.ass man need apply. Write 
in confidence giving age, cxperience 
and salary expected, 

Box 3963 Ad Weekly 180 Fleet St BC4 


PRODUCTION, A smart young man re- 


quired who has a good knowlcdge of 
Agency production requirements and 
who is ambitious to achieve executive 
position, Apply with full particulars ot 
past experience to 

Box 3951 _Ad _Wecekly 180 FI Fleet St I St EC4 
required for interesting 
(inema Screen advertising work. 
Exhibition and poster experience de- 
sirable. Hours 9-5.30. Pension scheme 
For @ppointment phone HAMpstead 
S281. R. LUNNON, Studio Manager. 
Established Technical 
Agency requires First Class man with 
previous Agency experience. Write fully 
giving age, experience and salary re- 
quired to 

Box 3960 Ad. Weekly 180 Fleet St BC4 


LONDON AGENCY requires b experienced 


retoucher and layout men, 
Box 3943 Ad. Weekly 180 Ficee 4 BC4 


JUNIOR 
ARTIST 


Required immediately 


by 
NATIONAL NEWSPAPER 
GROUP 
Good lettering — essential. 


Knowledge of display work. 
Write stating age, experi- 
ence, etc., enclosing speci- 
mens to 
Box 3959 
Advertiser's Weekly 180 Fleet St EC4 


PRODUCTION ASSISTANT. 


YOUNG ADVERTISING 


ARTIST -DESIGNER, 


APPOINTMENTS WANTED 


SPACE SALESMAN 52: ex-Service, both 


wars, good personality and education. 
Experienced all-round salesman with 
successful space selling record secks 
position in London where initiative and 
enterprise would be appreciated 

Box 3924 Ad. Weekly 180 Fleet St EC4 
Student 
with uncommon flair for visualising, lay- 

out, COPY. Ssecks opportunity to deve 

lop marked creative ability with Agency 

Box 3965 Ad. Weekly 180 Fleet St kc4 
MAN, 23. 
all round experience 
from brochure design and production 
to Exhibition Stand Design with 
nationa!ly known Engineering and Paint 
or ganisations At Present gaining 
valuable agency experience, sccks pos.- 
tion in Publicity Department or agency 

Box 3926 Ad. Weekly 180 Flee: St EC 4 
wide experience 

including furniture, stage and interiors 

desires position in Midlands or Norto 

Box 3593 Ad. Weekly 180 Fiee: St EC4 


Bolt Court trained, 


APPOINTMENTS WANTED 


SHORTHAND.-T , PISTS, 
taries, Clerks, cic 
need of staff, 


Private Secre- 
If you are in urgent 
oont act Embassy wer 
Excel House, Whitcombe Street, W.C.2 


(WHitehall $924) 

efficient personne! 

GENERAL MANAGER (15) 

signed from Book Put 

secks to 

peste ty 
21 


We specialise 


recently ¢e- 
lishing House, 
specialise in advertising and 
work Phone HAMpstead 


SECRET gf | ASSISTANT 
BUYER, 29, 64 years’ 
progtcss! ive 4ppointment 
Box 3921 Ad. Weekly 180 Fleet St BC4 
CREATIVE LAYOUT ARTIST  secks 
post London area, Four years’ agency 


experience, typography. lettering and 
figure work 


Box 3922 Ad. Weekly 180 Fleet St EC4 
FASHION. Keen beginner, finished train- 
ing. wants work in studio, even part 


SPACE 
experience, secks 


time. 

Box 3923 Ad Weekly 180 Fleet St BC4 
YOUNG MAN (20). some knowledge of 

layout seeks trainee or junior position in 

Agency 


Box 3927 Ad. Weekly 180 Fleet St EC4 


ADVERTISEMENT MANAGER 
with = first-class record of selling 
ability requires position on news- 
Paper or perodial Over 20 years 
London experience, capable business 
Organiser and spondent, with 
Original space sciling ideas, Would 
enter.ain post as Seni Representa- 
ve with 4 g004 group of publication 

Box 3954 
Advertiser's Weekly 180 Fleet St —c4 


COMMERCIAL ARTIST, 22, female, 
requires lettering or |ayout post. Studio 
and display experience 
Box 3925 Ad. Weckly 180 Fleet St kECc4 


FREE LANCE SERVICES 


COMPETENT FIGURE AND LETTER. 
ING ARTIST can now accept {free- 
Jance commissions 
_ Box 3879 Ad. Week!y 180 Fleet St BC4 

GooD WRITING, « 
COMMIssions-—— journalism 
tions, advertising copy 
Box 3929 Ad. Weekly 180 Fleet St BC4 

WANTED GENERAL ARTIST for 
vecasional free-lanc Wr 
Box 3930 Ad) Weekly 180 ec: St EC4 

WELL-KNOWN London 


lance ucsts 
Public cla 
schemes 


Printers wish 
tO place commissions with a Showcard 
Constructiona Design in board 
Nove'ty plus economy in production 
first requisite 
Box 3941 Ad _Weekly 180 Fieet St ke4 

SERVICE 10 ADVERTISERS Good 
ideas. layout, lettcring. finished and 
rough visuals. General artwork offerec 
PS. We work ai! night if we have to 
Contact Studio Venture, TE 1744, 

ARTISTS capable of first Gass layout 
and design Finished art work, Still 
life l ettering Men's Fashions 
Mechanica! illustration. Scraper Board 


Line or wash drawings for National and 
Trade Press advertising. Catal ogues OF 
leaflets Seek additional work 

Box 3228 Ad. Weekly 180 Fieet St EC4 


BUSINESS OPPORTUNITIES 


BALLOONS spccially imprinted for all 
advertising purposes, prices and samples 
on application. Surrey Rubber Co., Lid 
(Dept. A.W.). Asttead. Surrey 


SALES AND WANTS 


WANTED Grant Projcotor 
hand. Offers to Sawe!! Publications Ltd., 
4 Ludgate Circus. EC 4 CENtral 4353 

BL RROLGHS 76 Book-keeping 


second- 


Machines: pre-war mode! in good work- 
ing condition maintained under 
makers* miract now replaced by 
more modern machin Will accept 


any reasonable offer’ View by appoint- 


ment. Chaseside Motor Co., Ltd., Gt 
Cambridge Road. Enfied Mi idlesex. 
PLAN CHESTS URGENTLY RE. 
OULITRED, A case sta r7 ind price 
Box 3953 Ad. Week 0 Fleet St BC4 


ACCOMMODATION 


DESIGNER IN ADVERTISING requires 
or 3 coomed office, Flect Street, Strand 
area, Phone and good ting essential 


ADVERTISER'S WEEKLY 


ACCOMMODATION 


OPPORTUNITY FOR FREELANCE. 
Desk space availabic, existing studio 
Strand Light, use of phone, £1 pw 


Possibility of work for good allrounde 
Box 3932 Ad. Weekly 180 Ficet St BC4 


MISCELLANEOUS 


DEBTS collected throughout Britain. No 


result—no commission:—Brilegal (ks- 
tablished 1919), 80 Leeds Road 
Bradford. 


FREE ADVICE on improving your heat 


ing. Write for leaflet suggesting ways 
in which you oan increase the efi 
ciency of your heating and achieve 


ulmost fuel coonomy Service of ou 

advisory engineers available to cal! an! 

give on the spot advice. Rental terms 

available Write or telephone now 

Seat Lid., 229 Regem Street, W.! 
3. 105 


PRINTERS 


OLD ESTABLISHED PRINTERS produc 


ing good quality work are now abie 
to accept the production of one or two 

riodicals or house magazines with a 
imited circulation. The service offered 
is Ley and the utmost co-operation 
wi giv 


Box 3598 Ad. Weekly 180 Fleet St BC4 


MONTHLY MAGAZINES 


Weekly, monthly, quarterly magazines 
and catalogues well printed at prices 
you will be pleased to pay. Up-to-date 
type setting, high-speed automatics. 

ul supervision. Ask for prices, 


SUTTONS Printers 
Paignton § Te/. 5542 


ADVANTAGEOUS TERMS 


for printing 
or emal| weekly 
folio. Newark 


monthly news shects 
paper. Broadsheet or 
Advertiser, Newark 


TO SMALL AGENCIES. 


FINE ART & PERIODICAL PRINTERS 
Modern organisation and plant. Regular 
road collection and delivery service to 
London (35 miles). On main line. Ask 
for London representative to call. 
Printers to the trade for 50 years. 


WM. CARLING & CO. LTD. 
Hitchin, Herts, Hitchin 1793/4 


Advertiser has 
unique method for producing very smal! 
runs of fully illustrated pamphiets also 
photo posters at jow costs, VAN LEPR 
& Co... Lid. HOUnsiow 9685/6 


LITHO or LETTERPRESS 
FOLDERS, BOOKLETS 
SHOWCARDS, LABELS 

Good Work — Keen Prices 
Ask for Type Book 
TOWNSENDS of EXETER 
London Works: ORCHARD PRESS 


EASTCOTE. Pinner 7927 
PRINTING COMMISSION You can 
earn a regular and profitable agent's 


commission for all printing orders you 
assist us to obtain Monthly accopnts 
welcomed Every assistance given 
Write, call or telephone the Managing 
Director, G. F. Tomkin Lid) Modern 
and reliable printers SO1/S Grove 
Green Road, London, E.11. Telephone 
LEYtonstone 7496/1164/1165 


FINE ART WORK 
Moderniy equipped Midlands House 
Offers excelent facilities fog produc 
tion of catalogues, house magazines 
brochures and showcards to those to 


whom quality appeals Full co 
operation at every stage 
Sales __ 


Box 
Advertiser's Weekly mee Fiest &t EC4 


SPECIAL ANNOUNCEMENTS 


Box 3952 Ad. Weekly [sO Fleet St BC4 


‘Phone your Classifieds to CHA 8814 (Ex 25) 


See January 22 issue of 
ADVERTISER'S WEEKLY, pages 
166-167 and 169 for the Adver 
tising Services & Supplies Sec- 


tion. February 19 will be the 
next issue containing these 
Services. 
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ADVERTISER'S WEEKLY THURSDAY, FEBRUARY 12, 1953 


S. a copy 
52/6 a year 
Post _ free 


55/-, (overseas) 


STOP PRESS 


NEW ERA FOR 
DISPLAY AND 
SCREEN PRINT 


“We arrive at beginning of new 
era in this Coronation year. Silk 
screen printing and display making 
will, with aid of mechanisation and 
advance of scientific ideas, become 
major industry,” said H. Ashford 
Down when he was inaugurated as 
president, Display Producers and 
Screen Printers Association yester- 
day (Wednesday). He said immedi- 
ate need was for more members and 
more publicity to sell their wares. 

A. W. J. Lindsell-Stewart, retiring 
president, reviewing past year com- 
mented on “appalling lack of sup- 
port” given by members to com- 
petitions organised by Association. 


PUBLIC SPEAKING 
CONTEST DRAW 


Draw for first round National 
Advertising Public ane Contest 
made yesterday (Wednesday) by 
W. W. J. Studd, chairman Advertis- 
ing Association executive. 

Contestants (home team mentioned 
first in each case) are: North: 
Leeds vy. Sheffield. Midlands: Wol- 
verhampton v. Leicester; Birming- 
ham v. Notts. South: London v. 
Regent; Oxferd v. Berks and 
Bucks. First round before March 
31; area finals before May 10; 
national finals in June. 


Z GOYA’S NEW LINE 

ae Pap. New line of cosmetics to be 
SLs OS, launched by Goya Ltd., probably in 
June. Pat Smith from Eugene Ltd. 
joining company to take charge Of 
a for new — ~" 

. ° Colin Hogg, former international 
From a leading article in The New York Times advertising officer, British European 
Airways, has joined company to 
supervise — of established 
“ . H j Goya perfume range and of Cor- 
Tue Times . . . the outstanding exa nple in the field of page-one classified ——e © tule Hieks, = charge of 
P p P ° : sos Goya ity an romotion for 
ads. One can still pick up this eminent journal and read opportunities to rent several” years, sailing! for pk 
: . P in March. 

rooms for the Coronation, announcements of births, marriages and deaths, 2 ieee’ 

~~ a moe as an fue 
H j i sal gifts in advertisements for Fry's 
notices having to do with cats, dogs, motor-cars and travel, appeals for S83 be a 
, , = ° : s f ft by Crai vondon, 
charitable aid, opportunities for employment in the Punjab, the Sudan, Cape pat ped # com o anyone buying 
- three pairs of their towe gents 
Town or elsewhere, and once in a while some sad personal appeal from —Auger & Terner Lid. 

: ” G. Street & Co., Ltd., have taken 
someone who wants to be forgiven. over advertising for Sun Pat salted 
nuts (national magazines and 
periodicals), Be-Ze-Be food 
ducts, Saccharine Corporation Ltd., 
and Parkinson & Cowan gas meters. 


Death has occurred of Cecil 
Hugh Bullen, chairman and manag- 
ing director Cecil H. Bullen (Adver- 
tising) Ltd., Liverpool. 


Published by the Proprietors, BUSINESS PUBLICATIONS, Ltd., at their office at 180, Fleet Street, London, E.C.4. (Phone: Chancery 8844.) 
February 12, 1953. Printed in England by Staples Printers Limited at their Great Titchfield Street, London, establishment. 
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